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0th Century 
oes to Public 
o Sell Movies 


Revives Regional Debuts 
with Utmost Fanfare; 
Total Budget Is Cut 


By MAURINE BROOKS 


New YorK—-Twentieth Century- 
Fox Film Corp., moving into high 
gear for a hard selling campaign, 
this year is devoting a great deal 
of advertising attention to the re- 
gional and local level. 

Rather than depend on national 
magazine ads to get new releases 
rolling, Fox has revived the re- 
gional premiere technique to send 
its features off to a fast start. The 
pattern is that employed in the 
introduction of “It Happens Every 
Spring,” a baseball saga which 
bowed first in St. Louis, then in 
Pittsburgh in late May. 

Key cities and surrounding towns 
received the equivalent of a com- 
dination of the full Hollywood and 
New York treatment. Copy in Stn- 
lay mewspapers announced the 
opening and listed the theaters 
carrying the movie. Radio spots 
also were used to alert moviegoers. 

On hand to do their bit to get 
‘their latest vehicle off in the right 
lirection were Linda Darnell, Paul 
Douglas and Jean Peters. A bat- 
lalion of press agents was present 
est newspapers and radio stations 
verlook any angle on the story. 


s This shift from national bally- 
hoo of the prestige type to down- 
o-earth, almost point-of-sale tac- 
lies was decided upon for several 
reasons. Advertising executives feel 
they can get more for their money 
vith the cumulative effect of their 
expenditures in regional satura- 
tion drives over a broad area. 

In addition to the paid promo- 
lion, the company profits from 
news breaks from radio and the 

(Continued on Page 61) 


Pall Mall Opens 
68-Daily Drive, 
Istin 8 Years 


New YorK—For the first time 
in eight years, American Tobacco 
Co. is launching a newspaper 
drive for Pall Mall cigarets. The 
schedule calls for 68 newspapers 
in ten major markets, including 
New York-New Jersey, Chicago, 
Philadelphia, Los Angeles, Boston, 
Detroit, Washington, Cleveland, 
Buffalo and Baltimore. 

Sopy is headlined, “Guard against 
ttroat scratch,” and will run 
weekly over a 15-week period. 


Insertions are in 1,200, 1,000 and 
8\0-line sizes, and initial ads are 
rinning today. The newspaper 
c. mpaign, observers thought, prob- 
aly calls for about a $500,000 ex- 
pb -nditure. 

The newspaper drive is addition- 
a to the cigaret’s other adver- 
tsing in magazines and radio, 
v hich will continue. 

Sullivan, Stauffer, 


Colwell & 
3ayles is the agency. 


<7 ar ocr 
“CONVECTED HEAT PRINCIPLE 


SURFACE OVEN—With the above full-page 

ad in the June 2 Chicago Tribune, Arthur 

Beck Co. made its first full-scale intensive 

market test for its improved Surface Oven. 

Kaufman & Associates handles the account. 
(Story on Page 65.) 


Dr. Pepper Goes to 
Ruthrauff & Ryan as 
Tracy-Locke Resigns 


DaLLas—Advertising of the Dr. 
Pepper Co. has been placed with 
Ruthrauff & Ryan, effective im- 
mediately. The account had been 
handled by Tracy-Locke Co., Dal- 
las, for 22 years, except during 
1941, when Benton & Bowles se- 
cured the business. It returned to 
Tracy-Locke a year later. 

Explaining that “while Tracy- 
Locke is not a Foote, Cone & Beld- 
ing, nor is Dr. Pepper an American 
Tobacco Co., yet in lesser degree 
the cases are somewhat analogous,” 
Raymond P. Locke issued a de- 
tailed statement recounting the 
history of the company and his 
agency’s association with it, and 
added: 

“Since late ’47 we have not seen 
eye to eye with regard to budget, 
allocation of same, media and copy. 
We were sincere in our convic- 
tions; the client equally sincere in 
its viewpoint. Hence our resigna- 
OR .<0 


a “There has been no _ serious 
quarrel; no ill will...I and asso- 
ciates retain substantial invest- 
ments in Dr. Pepper bottling en- 
terprises and Dr. Pepper Co. stock. 
Our faith in the product remains 
undiminished. It is simply a gen- 
tlemen’s agreement to disagree, 
(Continued on Page 65) 


New Records... 
being set by publishers. 
See ‘Along Media Path,’ 


Page 60. Other features: 


Ad-libbing 
Advertising Market Place 
Advertising in the Test Stage 


Coming Conventions ..........cececeeeeeeeees 28 
Creative Man's Corer ..........cccccccccceeeeeee 58 
Department Store Sales ...............ccssee 44 
III siciinssteeisceenstdshesendésnesssrsrcoevseseesieoesbs 12 
Gettin PUGOREE ncccccncsescccccssccssscccccccscnsesen 14 
Information for Advertisers .............0+ 46 
Be IIR cccrcesiicceneansscesssscescrsccenecveti 50 
NIE, Te Diaiubutinidotinencoedeeaccssencnncoustitnenttel 64 
Photographic Review  ..........:-cccssseeeeeeeee 43 
BRNO IE. cacenceveccccccenstvessonserqnonsenbenseseed 48 
PR PHOS ccciccicccccnccessesscoccestcvesiccnscntoce 12 
Teleradio Man’s Corner .........ccccccccessceeenees 36 
Voice of the Advertiser ............c::cccceeeeeees 54 
You Ought to Kmow .......cccccccccseseeseneeenenee 56 


Eighteen Business 
Papers Quit ABP 
in Audit Fight 


New YorK—Eighteen member 
publications have resigned from 
the Associated Business Publica- 
tions as the result of the asso- 
ciation’s action on the subject of 
controlled circulation at its Hot 
Springs meeting May 19 (AA, 
May 23). 

Seven papers published by the 
Chilton Co. have dropped out, plus 
two published by the Penton Pub- 
lishing Co.; two published by the 
Industrial Press; three by Ahrens 
Publishing Co.; two by Scott- 
Choate Publishing Co., and one 
each by Conover-Mast Publica- 
tions, Inc., and Schnell Publishing 
Co. The list follows: 

Chilton: Automotive Industries 
and Motor Age, Philadelphia; 
Boot & Shoe Recorder, Hardware 
Age, Iron Age, Jewelers’ Circular- 
Keystone and Optical Journal and 
Review of Optometry, New York. 

Penton: Steel and The Foundry, 
Cleveland. 

Industrial Press: Machinery and 
Heating and Ventilating, New 
York. 

Ahrens: Hotel Management, Ho- 
tel World-Review and Restaurant 
Management, New York. 

Scott-Choate: Plumbing and 
Heating Journal and Sheet Metal 
Worker, New York. 

Conover-Mast: Purchasing, New 
York. 

Schnell: Oil, Paint & Drug Re- 
porter, New York. 


s Joseph S. Hildreth, president 
of the Chilton Co. and a former 
president of ABP, said in his let- 
ter of resignation: 

“We are taking this action with 
deep regret. For many, many years 
the Chilton organization has been 
a loyal supporter of the Associated 
Business Papers, and we have 
given freely of our time and money 
to the end that the true value 

(Continued on Page 61) 


Advertising Age 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago Ill., under the act of March 3, 1879. Copyright, 1949, by Advertising Publications, Inc. 


. THE NATIONAL NEWSPAPER OF MARKETING 


ee 


OPENER—S. C. Johnson & Son used this 
page—along with an adjacent half-page 
listing more dealers—in announcing its 
Wox-Plate car wax, being tested in the 
Philadelphia area through Atlantic Re- 
fining Co.'s organization. Needham, Louis 
& Brorby is the agency. (Story on Page 
62.) 


FCC Ruling Gives 
Editorial Freedom 
to Broadcasters 


WASHINGTON—The Federal Com- 
munications Commission told 
broadcasters Thursday that they 
are free to editorialize on the air— 
so long as they provide ample op- 
portunity for persons with dif- 
ferent ideas to reach their aud- 
ience. 

The ruling nullifies the ban on 
editorializing by broadcasters 
which has existed since the May- 
flower decision of a decade ago. 

Some 70 representatives of the 
broadcasting industry and other 
interests debated the point at pub- 
lic hearings here in March and 
April, 1948. 

The commission’s decision takes 
the position that “editorializing 
is but one aspect of freedom of 
expression by means of radio. Only 
insofar as it is exercised in con- 
formity with the paramount right 
of the public to hear a reasonably 

(Continued on Page 64) 


Last Minute News Flashes 
Sasser Buy-Lines to Run in LH] and SEP 


New York—“Buy-Lines by Nancy Sasser” will start running in page 
form in Ladies’ Home Journal and The Saturday Evening Post this 
fall, its first venture into magazines. It is now carried by 83 daily and 
63 Sunday newspapers. A. W. Kohler, vice-president and advertising 
director of Curtis Publishing Co., told agencies and advertisers that 
space will be billed to Buy-Lines at line rates of the Post and LHJ, with 
the rate billed to advertisers combining the magazine rate and a serv- 
ice charge for Nancy Sasser. Buy-Lines, he promised, will deal with ad- 
vertising agencies under the same policies governing space in all Curtis 


publications. 


British ‘Reader's Digest’ to Carry Ads 

PLEASANTVILLE, N. Y.—The Reader’s Digest, British edition, will 
begin accepting advertising early in 1950, probably in February. As 
soon as its paper ration is increased, it will increase its page size to ap- 
proximate the regular Digest. The British edition’s circulation runs 
around 300,000. With the British Digest, all editions except the do- 


mestic will be carrying advertising. 


Wildroot May Shift Show from CBS to NBC 


New YorK—Wildroot’s “Sam Spade” reportedly will reverse the 
trend and shift from CBS to NBC. The 30-minute mystery program is 
currently heard Sundays at 8 p.m., EDT, on Columbia—a spot which 
next fall will be occupied by Coca-Cola’s Edgar Bergen. Batten, Barton, 
Durstine & Osborn is Wildroot’s agency. 

(Additional News Flashes on Page 65) 
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anges Sipe on aie oem ye ome 


Buyer's Market 
Problems Absorb 
AFA’s Attention 


Borton, Other Officers 
Reelected; Challenge of 
Nation’s Economy Faced 


Houston—The need for intensi- 
fied selling and advertising pres- 
sures to maintain the level of the 
economy was spelled out for mem- 
bers of the Advertising Federation 
of America here last week for the 
organization’s 45th annual conven- 
tion by more than a score of speak- 
ers. 

Presenting an unusual display of 
active merchandising and advertis- 
ing men, and only one “outside” 
speaker, the tenor of the meeting 
reflected the concern of business 
with the problems of a buyer’s 
market, and the willingness and 
ability of advertising to shoulder 
a major share of the economic bur- 
den. 

The 1950 convention will be held 
in Detroit, with the Adcraft Club 
of Detroit and the Women’s Ad- 
vertising Club of Detroit as hosts. 


s Reelected to three-year terms 
on the AFA board were Mrs. Oveta 
Culp Hobby, executive vice-pres- 
ident, Houston Post; Charles L.uck- 
man, president, Lever Brothers 
Co.; Allen T. Preyer, chairman, 
Morse International; B. L. Rob- 
bins, executive vice-president, 
General Outdoor Advertising Co.; 
Eugene S. Thomas, general man- 
ager, WOIC, Washington, and 
George Wiswell, Chambers & Wis- 
well, Houston. 

Newly elected directors are Ar- 
thur W. Kohler, advertising di- 
rector, Curtis Publishing Co.; Ches- 
ter W. Ruth, director of advertis- 
ing, Republic Steel Corp., and Dr. 
Daniel Starch, Daniel Starch & 
Staff. There are 18 additional di- 
rectors whose terms continue. 


= The board reelected the follow- 
ing officers: George S. McMillan, 
vice-president, Bristol-Myers Co., 
chairman; Mary McClung, general 


Elon Borton 


G. S. McMillan 


manager, New York Post Home 
News, secretary; Graham Patter- 
son, publisher, Farm Journal and 
Pathfinder, treasurer. Elon Borton 
continues as president. 

Elected to represent the councils 
on men’s and women’s advertising 
clubs, and thereby becoming vice- 
presidents of the AFA, were: Ira 
E. Dejernett, Dejernett Advertis- 
ing Agency, Dallas; S. W. Schel- 
lenger, Buckeye Union Casualty 
Co., Columbus; Robert Heinz, Bos- 

(Continued on Page 67) 
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FCC Reverses KICD Decision 


The Federal Communications 
Commission last week reversed an 
April 12, 1948, order revoking the 
license of KICD, Spencer, Ia. After 
further argument, FCC decided 
that faulty financial reports sub- 
mitted by Ben B. Sanders, majority 
stockholder,“were not taken with 
the intent to mislead or deceive.” 


To Warner, Schulenburg 


Oakland Foundry Co., Belle- 
ville, Ill, has named Warner, 
Schulenburg, Todd & Associates, 
St. Louis, to direct the advertis- 
ing of its line of gas, coal, and 
wood heaters and ranges. Trade 
publications, newspapers and direct 
mail will be used. 


Esquire Forms One 
Sales Service Unit 
for Its Magazines 


New YorK—Esquire, Inc., has 
expanded its sales service depart- 
ments, including research, sales 
promotion, merchandising, sales 
presentations and press informa- 
tion, into a service organization for 
its four magazines, according to 
G. Allen Reeder, newly appointed 
director of public relations and 
promotion. 

B. D. “Doc” Lee, former promo- 
tion manager of Coronet, has been 
promoted to sales promotion man- 
ager of Esquire, Inc. Morten L. 


Worlds Leading Magazine for Yachtsmen 


in 
f RCULATION 


and MARKET INFLUENCE 


} Pen lin 
, f VERTISING 
a Zand SALES RESULTS 


572 MADISON AVE N.Y. 22 


Lenrow, former research man- 
ager of Esquire, becomes market- 
ing research manager of the com- 
pany and Edwin B. Stern, pre- 
viously merchandising director of 
Esquire, has been named merchan- 
dising manager of Esquire, Inc. 

Robert L. Goldsmith, for the past 
three years promotion manager of 
Apparel Arts and assistant to the 
advertising director, is now sales 
presentations manager of the com- 
pany and Martin Schrader, former 
manager of press information for 
Esquire, is now manager of press 
information for all four publica- 
tions. 


Joins Mills, Lund & Mann 


Paul V. Johnson, formerly in the 
retail sales promotion department 
of Montgomery Ward & Co., Chi- 
cago, has joined the creative staff 
of Mills, Lund & Mann, Chicago. 


To Gilman, Nicoll & Ruthman 

Gilman, Nicoll & Ruthman has 
been appointed by the Press Demo- 
crat, Santa Rosa, Cal., as its na- 
tional representative. 


Look, Ma! Just like the 
Des Moines Sunday Register Covers lowa 


And we mean heavy family coverage . . . ranging from 50% 


to saturation in 83 of lowa’s 99 counties. . 


. covering at 


least 25% in each of the rest. Only nine other cities have 
Sunday newspapers to match its 500,000 circulation. 

And Iowa's families spend 5 billion dollars a year. They 
represent (1) an urban market that outspends Boston, St. 
Louis, Cleveland or San Francisco, (2) the nation’s first 


farm market. 


Reach them in their favorite Sunday paper—THE DES 
MOINES SUNDAY REGISTER. Milline rate is only $1.70! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv [TRIBUNE 


ABC Circulation Sept. 30, 1948: 
Daily, 362,865—Sunday, 501,286 


Basic Member American Newspaper Advertising Network 


Average Daily AM Listening per home 
Sample of TV. Homes 


Before 0-3 
Buying 
TV. Set Purchose 


3-6 
Months Afler Months After Months Mier Months After 
Purchase Purchose Purchase 


Advertising Age, June 6, 194 


6-9 9-12 


4.13hrs. 
397hrs. 
3.56hrs. 
292hrs. 
; 


TV VS. AM AUDIENCE—This chart by Sam Gill, director of research, Sherman & 

Marquette, New York, shows that although AM radio listenership declines at first after 

purchase of TV sets, AM climbs far back within a year. The chart is based on o 

sample of TV homes over a year’s time. AM radio will never become obsolete 
unless the stations desire it, says Mr. Gill. 


‘Strip-Tease Maisie’ 
Stars in Schenley’s 
Sales Training Show 


New YorK—Strip-tease Maisie, 
a shapely platinum blond, is the 
star of Schenley Distillers Corp.’s 
new sales training show, which is 
currently being put on for 3,000 
Schenley salesmen and distribu- 
tors throughout the nation. 

Although Maisie is a pine-wood 
puppet, her actions are quite pro- 
nounced, especially at the end of 
her “act,” when she ties in Schen- 
ley’s current advertising theme 
and asks, “What do you think of 
my back label?” 

Schenley put on a condensed 
version of its new sales training 
show, which consists of Maisie and 
a supporting cast of seven almost 
life-size Suzari marionettes, at a 
New York Sales Executives Club 
luncheon on May 24. 


a Ted Thomas, general sales man- 
ager of Schenley, explained that 
it is not so easy to keep an audi- 
ence awake during a sales presen- 
tation, and in the whisky business 
there usually isn’t any new product 
to introduce each year. 

After a short speech to the sales- 
men and distributors, Mr. Thomas 
introduces Strip-Tease Maisie, by 
telling his audience that we are 
“getting down to bare facts in this 


meeting.” 

In Maisie’s act, three sequences 
are shown, two taking place in the 
package store and one in the bar or 
tavern. Puppets act out little plays 
showing the problems of the re- 
tailer and the distributor’s selling 
agent. 


Chicago PR Group Elects 


Charles C. Greene, vice-presi- 
dent of Doremus & Co., has been 
elected president of the Chicago 
chapter of the Public Relations So- 
ciety of America. Other officers 
are: Theodore R. Sills, Theodore 
R. Sills & Co., Ist vice-president; 
J. J. Gerber, director of public re- 
lations of Northwestern University, 
2nd vice-president; George Reit- 
inger, director of public relations, 
Swift & Co., 3rd vice-president, and 
E. M. Claypool, Bert Claypool & 
Associates, treasurer. Ford B. 
Worthing, director of public rela- 
tions of Kiwanis International, has 
been reelected secretary. 


Appoints George Butler 


George Butler, formerly editor 
of Bucyrus-Erie Co.’s “The Driller,” 
has been named assistant to Mar- 
vin L. Rand, news bureau director 
of Klau-Van Pietersom-Dunlap 
Associates, Milwaukee. 


Pennock Transfers to ‘Life’ 


C. W. Pennock has joined the 
Philadelphia sales staff of Life. He 
has been with Time, Inc., since 
1945, most recently as salesman for 
March of Time commercial films. 


Foote, Cone & Belding 
Saves Sunkist $550 
on Single Ad? 


The original art for a full page 
Sunkist ad had to be in two 
places at once .. . at the plate- 
maker’s and with a gravure firm 
... 80 Foote, Cone & Belding 
considered having the artist 
make a duplicate. 


Instead, they ordered a Chromart 
O-A Print, made from the art. 
This gave them two pieces of 
copy, both suitable for plate- 
making. Although the O-A print 
subdued a few of the highlight 
details, these they readily restored 
by retouching the O-A print. 


After print cost and retouching, 
the total saving was $550! 


CHROMART O.-A Prints (O-A 
for Original Art) have other 
uses. Perhaps your art is the 
wrong size to fit into final 
paste-up. Or you may need 
color guides for 24-sheet hand- 
paints. 


We charge $20 for color 
photography of your art and a 
Chromart O-A costs from $52 
to $122, depending on the size 
ordered. Investigate! 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 


America’s Oldest Colorprint Service 
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Will Become 


The 21" Great Sunday Newspaper 


Distributing | 
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The Largest Circulation 
In The World 


Becomes Even Greater 


MAIN OFFICE: 63 VESEY STREET, NEW YORK 7,N. Y. ~ 


‘ iti a ‘ 
BRANCH OFFICES: 16 Arlington St., Boston 16 + Arcade Bidg., St. Lowis 1 + Hearst Renting by y ‘ Rerudetas Discovery 
Bidg., Chicage 6 + 101 Marietta St., Atlanta 3 + Hanna Bldg., Cleveland 15 + General Willy Pogany Temptations of Ulysses Wetiny Os Seetyy 


Motors Bidg., Detroit 2 + Pershing Sq. Bidg.. Los Angeles 13 + Hearst Bidg., San Francisco 3 


NATION'S READING HABIT 
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Toronto Adwomen Elect 


Mrs. Elsie M. Barrow, of Nutrim 
Co., has been elected president of 
the Women’s Advertising Club of 
Toronto. Other officers are: Mar- 
jorie Wesley, Canadian Gravure 
Ltd., vice-president; Dorothea Mit- 
chell, E. L. Ruddy Co., recording 
secretary; Joy McGillawee, Wick- 
ers & Benson, corresponding sec- 
retary, and Gene McReynolds, 
Charles Baker Advertising, trea- 
surer. 


A Give Dad 
a break! 


TRUE readers want to be alone with 
their favorite man’s magazine. And no 
wonder! It’s packed with scoops, adven- 
ture, sports and the good life for men. 
If you advertise a brand, you'll find 
...It Pays to Cater to the Men!... 

in TRUE, 


Send for copy of TRUE, Dept. A8, 67 W. 44, N. Y. 


NAB Guarantees 


BMB’s Second Study 
with 75-G Loan 


New YorK—National Association 
of Broadcasters last Wednesday 
guaranteed the completion of 
Broadcast Measurement Bureau’s 
second nationwide audience study. 

Satisfied of “sufficient waivers 
and new subscribers to give rea- 
sonable assurance that the study 
will be completed,” Justin Miller, 
NAB president, gave assurances 
that the association will see the 
study through in a letter to Ken- 
neth H. Baker, acting bureau pres- 
ident. 

The guarantee was anticipated 
in a resolution at NAB’s Chicago 
convention which approved a $75,- 
000 loan to cover BMB’s operating 
expenses. A recent American As- 
sociation of Advertising Agencies’ 
loan of $15,000 also was predicated 
on the stipulation that NAB guar- 
antee the completion of the study. 

Dr. Baker, who said more than 


300,000 ballots have been returned 
for the survey, said he hoped to 
have the report to stations ready 
by November—at the latest. 


Benham Leaves Shillito 


Robert M. Benham, director of 
public relations of Shillito Co., 
Cincinnati, has resigned to open 
his own public relations and pro- 
motion office. John F. O’Regan, 
now fashion coordinator and as- 
sistant publicity director at Shilli- 
to, will succeed Mr. Benham as di- 
rector of the public relations de- 
partment. 


Rankin Joins Metal Goods 


Tom Rankin, formerly a partner 
in the advertising firm of Eggers- 
Rankin, St. Louis, has joined Metal 
Goods Corp., St. Louis, as manager 
of the accessories department. 


Mullins Joins Atherton 


Thomas M. Mullins, formerly 
with Irwin Vladimir & Co., New 
York, has joined Atherton Adver- 
tising Agency, Los Angeles, as as- 
sistant to Al Atherton. 


Admen Unveil 
Freedoms Group 
to Give Awards 


New YorkK—Freedoms Founda- 
tion, Inc., a non-profit, non-sec- 
tarian, non-partisan organization, 
has been incorporated in New 
York to sponsor awards to Ameri- 
cans in 15 categories who have con- 
tributed most greatly during the 
past year to better understanding 
of the American way of life. 

Don Belding, chairman, execu- 
tive committee, Foote, Cone & Bel- 
ding, is president and Ken Wells, 
director of operations, Joint Com- 
mittee of the American Associa- 
tion of Advertising Agencies and 
the Association of National Ad- 
vertisers, is executive vice-pres- 
ident of the foundation. 

The foundation will award on 
Nov. 21 in Boston cash prizes to 


Veritone.” 


and we began 
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So, customers started saying: 


Where does Veritone 


When one takes extra pains about some- 
thing, one is apt to become famous for it 

. at least that is our experience here at 
Veritone. We have always prided ourselves 
upon our ability to match colors (and 
you might be amazed at some of the color 
swatches we have been given to follow!) 


“If you want 


good color, better give your printing to 


Then the artist in us came to the fore 


suggesting colors to some 


of our customers. They were unusual colors 
. the kind you can’t find in an ink book. 
But people liked them. 
Now we have developed sort of a “color 
bar” all of our own where we not only 
mix up new colors but duplicate previously 


get those colors? 


used colors right down to the Nth degree 
of hue and tone. Really, it’s not as difficult 
as it sounds because we file the formula 


for every color you use. 
If you want literature 

the ordinary... 

all of its own.. 


you. You'll be surprised at the difference 


.and the sensible cost. 


The Veritone Company, 2701 N. Lehmann Court 
Chicago 14, Ill., Telephone: EAstgate 7-8885 


that has a sales personality 
. let Veritone print it for 


that is out of 


' 
' 
! 
' 
' 
! 
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Americans for the best contri». 
tion in each of the following cite 
gories: (1) 35 mm. motion pix 
ture; (2) radio script; (3) 16 my 
motion picture; (4) newspape, 
editorial; (5) magazine article. 
(6) address in the U. S. Senite 
(7) address in the House of Rep. 
resentatives; (8) high school com. 
mencement address; (9) carton) 
(10) cartoon strip; (11) college 
commencement address; (12 
union publication; (13) sermon 
(14) advertising campaign; (15) 
company employe publication. 


we Sixty judges will be named a; 
follows: 20 chief justices of state 
supreme courts; 20 executive of. 
ficers from service organizations. 
such as Rotary, Lions, etc., and 20 
representatives appointed by the 
country’s oldest military and patri- 
otic organizations. 

Prizes will consist in each cate- 
gory of $1,000, $500, $250, $100 
awards and ten $50 awards. Win- 
ners in each category will draw for 
an additional $10,000 award. There 
will also be ten additional awards 
of $1,000 each to people outside 
of the 15 categories judged to have 
made major contributions to better 
understanding of the American 
way of life. 

The criterion for awards wil! 
be based on the so-called Amer- 
ican creed suggested by Mr. Bel- 
ding and published in the Reader’s 
Digest, March, 1949, the essence 
of which is fundamental belief in 
God, constitutional government 
designed to serve the people, the 
Bill of Rights, and certain other 
basic political and economic rights 
designed to protect the dignity and 
freedom of the individual. 


w Any contribution made during 
the 12-month period prior to July 
1 of this year will be used as the 
basis of judging. 

In addition to Messrs. Belding 
and Wells, directors of the founda- 
tion include: Lewis H. Brown, 
chairman of the board, Johns- 
Manville Corp; Guy M. Rush, 
president, Guy M. Rush Co.; Ken- 
neth Akers, president, Griswold- 
Eshleman Co.; and E. F. Hutton, 
president, E. F. Hutton & Co. 

Membership in the foundation 
is open to all Americans, it is 
said, and a campaign for member- 
ship at $1 a year or $1 a day will 
be conducted. Contributions re- 
ceived to date are said to exceed 
$80,000, or more than enough to 


|carry on the program for two 


years. 

In addition to individual mem- 
bers, support has been received 
from the Coe Foundation and the 
Memorial Foundation, both of New 
York. The only paid officer will be 
Mr. Wells, a press conference was 
told. 

Letters of indorsement have been 
received from Herbert Hoover; 
Harold E. Stassen, president, Un'- 
versity of Pennsylvania, and Go 
B. H. Jester of Texas, among 
others. 


Appoints Wasserman 


Phil Wasserman, formerly with 
Yolen, Ross & Salzman, New York, 
has joined General Promotions, 
New York, subsidiary of Emi! 
Mogul Advertising, New York, 
general manager. Mr. Wasserman 
will set up publicity and public 
relations services for clients of the 
Mogul agency. 


Throughout the US.A., the best-inform@ 


EXPORT MANAGERS 


and 


EXPORT ADVERTISERS 
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NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Mnquirer 


Exclusive Advertising Representatives: 
Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 1-6005 
Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 


TED W. LORD, Empire State Bldg., N. Y. C., LOngacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, 
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Halpern Heads TV Society 


David Hale Halpern, vice-pres- 
ident of Owen & Chappell, has been 
named president of the American 
Television Society, succeeding 
Charles J. Durban, assistant ad- 
vertising director, United States 
Rubber Co. Other new officers are: 
Donald E. Hyndman, Eastman Ko- 
dak Co., vice-president; Reynold 
R. Kraft, National Broadcasting 
Ce., secretary, and Archibald U. 
Braunfeld, Braunfeld & Simons, 
treasurer. 


* LOST AND FOUND ° 


Found, a large, rich, city and form 
dience that s to call letters 
@ KIOA. Will turn it over to any alert @ 
advertiser that contacts a Pau! Raymer 
e representative and describes specific e 
needs. As Des Moines’ only 10,000* 
watt station, KIOA will serve you well 
@ in lowa's abundant market. Coverage @ 
maps, availabilities and schedules are 
yours for the asking. 


#10,000 Watts day, 5,000 Watts night 


Crosley Ad Budget 
to Top $10,000,000, 
Distributors Told 


CINCINNATI—The Crosley divi- 
sion of Avco Mfg. Corp. has 
boosted its 1949 advertising bud- 
get over the $10,000,000 mark, ex- 
clusive of dealer cooperative pro- 
motion, executives of 85 Crosley 
distributor organizations were told 
at the company’s recent national 
sales conference here. 

Including co-op advertising by 
the company and dealers, the °49 
total will exceed $12,000,000, the 
sales executives were informed. 
Crosley has added $300,000 to the 
budget for special television set 
advertising, and plans to give spe- 
cial emphasis to the new electric 
range now being manufactured at 
Avco’s Nashville plant. 

Most of the sessions during the 
three-day conference, presided 
over by W. A. Blees, Avco vice- 
president and Crosley general 
sales manager, covered introduc- 


tion of the new range. Special ad- 
vertising of this new unit will em- 
brace newspapers, national maga- 
zines and farm publications, radio 
and television. Dealers will be 
provided with plenty of point-of- 
sale material, and the sales force 
will be spurred by an “On to 
Havana” contest. 


= Crosley also contemplates ex- 
tensive national advertising for 
its refrigerator, the Frostmaster, 
and its ’49 radio sets, including 
two new portable units, the Play- 
time and Playboy. Newspaper copy 
will start the video campaign, with 
the schedule calling for frequent 
insertions in all major cities. 
Refrigerator shipments from the 
Richmond, Ind., plant are averag- 
ing 1,200 a day, the distributor 
group was told, and April sales 
were 49% ahead of April, 1948. 
The magazine schedule for Cros- 
ley products, stressing the new 
ranges and illustrating other prod- 
ucts in the ’49 line, will start in 
mid-June and continue through 
September in American Home, 


Better Homes & Gardens, Country 
Gentleman, Life, The Saturday 
Evening Post, Southern Agricul- 
turist and Successful Farming. The 
program also includes newspapers 
in metropolitan areas and radio. 
Benton & Bowles, New York, 
handles the Crosley account. 


Forms Patent Leather Bureau 


Tanners’ Council of America, 
New York, has formed the Patent 
Leather Bureau, a style informa- 
tion and public relations center on 
patent leather, serving manufac- 
turers, retailers and the press. Kate 
G. Kamen, treasurer of the Fashion 
Group and secretary of the Shoe 
Women Executives, has been 
named executive director of the 
bureau. 


Semet-Solvay Names Hayhurst 


Semet-Solvay Co., Toronto, has 
appointed F. H. Hayhurst Co., To- 
ronto, to handle the advertising in 
Canada of Semet-Solvay coke. Ini- 
tial advertising will be confined to 
the Toronto area and will com- 
mence with a summer campaign in 
daily newspapers. 


L those 

speculate on the meaning of what you are doing; 
... when you try to see whole the functioning of your 
own business, your industry, and the society of which 
they are parts; 
... then is the time we think you might like to read 
the wise and witty booklet shown above. 


‘*There’s one short paragraph I wish could be displayed in letters a foot high 
in the halls of Congress,” says one corporation President 


“‘after-hours’”” when you let your mind 


It contains an address recently presented to members 
of the faculty and students at Cornell University, by 
James Webb Young, Senior Consultant of J. Walter 
Thompson Company. Some business leaders who 
have seen it say it is perhaps the most penetrating 
analysis yet made of the significance of advertising 
in our high-technology society . . . 


Memo to a Business Statesman: 


e of what its role is in keeping this society both dynamic 


and stable... 


e of the inescapable new areas of responsibility which 
business has assumed in sustaining our present 


“Incentive Society’’. . . 


e and of the possibilities, under business leadership, of 
using advertising to help solve some of the pressing 


problems of mankind. 


This is a booklet not of cold facts, but of insight and 
of foresight. Title: “Some Advertising Responsibilities 
in a Dynamic Society.”” May we send you a copy? 
Write to J. Walter Thompson Co., 420 Lexington 
Avenue, New York 17, N. Y. Twenty-two other fully 
staffed offices in strategic cities around the world. 
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Goldblatt Chain 
Sells $1,500,000 
on Ist Day of Sale 


Cuicaco—Goldblatt’s chain o | 
department stores in Chicago inj 
nearby cities last week sold a re 
cord volume in excess of $1,500,)) 
during the first day of its anna) 
Star Sale. 

The major retail promotion wa, 
preceded by a $6,000,000 buy ng 
spree in the New York markets 2 
the’ end of April, with the com. 
pany’s 74 buyers headed by Louis 
Goldblatt, executive vice-presiden; 
and merchandising director, inter. 
viewing hundreds of sales repre- 
sentatives to make purchases for 
the bargain presentation. 

The company used local medi, 
intensively to carry news of the 
sale. More than 200 pages of news- 
paper advertising, including cir- 
cular advertising distributed to 
more than 800,000 families, carried 
news of specials. 


ws Planes towed banners around 
the Chicago area for two days pre- 
ceding the sale; Goldblatt trucks 
carried ‘bumper signs; the stores 
were decked with flags; bunting 
and unusual displays were in evi- 
dence in all stores, and several 
thousand additional salespeople 
(plus company executives) were 
on duty behind the counters and in 
the aisles during the peak hours. 

The company also arranged for 
a special television and radio show 
starring Edward Everett Horton, 
Gloria Van and other celebrities 
appearing locally over Stations 
WGN, WGNB and WGN-TV. 

Competition between stores, 
merchandising divisions and de- 
partments to out-do each other in 
ballyhoo, costumed fun-making, 
and increased sales was intense. 
On the final day of the sale, a store 
manager, merchandise manager 
and buyer were presented with 
gold-plated statuettes for top 
achievement. 


—— 


TV Group Elects Bernsohn 


Al Bernsohn, in the publicity 
department of RCA Victor, has 
been elected president of the Tele- 
vision Association of Philadelphia 
He succeeds Kenneth W. Stowman, 
of WFIL-TV, who has been named 
chairman of the board. Hal Lamb. 
of Geare-Marston, Inc., has been 
named vice-president and James 
Tabor, of Richard A. Foley Ad- 
vertising Agency, secretary. Mrs 
Billie Farren has been elected 
treasurer. 


Cockshutt Promotes Carter 


E. F. Carter, Canadian man- 
ager, has been appointed genera! 
sales manager of Cockshutt Plow 
Co., Brantford, Ont. He has been 
with the company for 25 years. 


Walsh Names Stewart 


Athol Stewart has been named 
copy chief of Walsh Advertising, 
Montreal. He also will direct 4 
newly formed radio department of 
the agency. 


" 


Phone Chesapeake 3-2500 
THE ALBERT KIRCHER CC 
LEE H. LASHER, VICE PRESIDENT 
100! WASHINGTON BLVD., CHICAGO 
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Over 2 Tons of — 
_Contest Cookies! 


Chicago-area homemakers file past registration clerks to enter 
their cookies in The SUN-TIMES annual Cookie Contest. 


On Monday, May 9, more than 1,500 Chicago homemakers let the family wash go 
hang. They packed the youngsters off to school, and turned on their ovens to make 
ready for The Chicago SUN-TIMES annual Cookie Contest. From pantry crannies 
and household ledgers, they brought prized cookie recipes out of hiding. With expert 
skill they blended butter, flour, sugar, citron, ginger, chocolate, nuts and hundreds 
of other flavorful ingredients, and baked them into cookies to exhilerate the palate 
and delight the eye. . 


Throughout the day, long lines of proud homemakers with their cookie creations filed past the registra- 

tion clerks at contest headquarters. At 4 p.m., when entries closed, the exhibition tables sagged under 

more than 5,500 pounds of cookies. At 11 p.m., the judges awarded the last ribbon, A = 
reached for the bicarb, and declared they’d never seen such response. The answer a yey 
is simple. Homemaking reputations were at stake. Equally important, contestants 

knew their cookies would go to children’s hospitals and orphanages. AND their 

interest was aroused through The Chicago SUN-TIMES Food Section—the best- 
read* newspaper food section on record in the nation. If you are looking for interested - 
homemaker-readership, advertise in the Weekly Food Section im ; 
of The Chicago SUN-TIMES! Co a. Be’ 


sieProved by a new study made by Publication Research Service, 
which makes The Continuing Newspaper Study. Ask for a copy. 


TOTAL CIRCULATION 


& P| 3 P 3 3 o THE PICTURE NEWSPAPER 


AVERAGE NET PAID DAILY 
(ABC Publisher's Statement, 9-30-48) 
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BAB Prepares 
Slide Film to Help 
AM Sell Retailers 


New York—One of the first 
major projects of the National As- 
sociation of Broadcasters’ broad- 
cast advertising bureau will be a 
slide film presentation directed 
toward radio’s retail clients. Mau- 
rice Mitchell, who is to set up 
headquarters here as soon as of- 
fices are located, indicated last 
week that he expects this presenta- 
tion to be completed soon. 

Meanwhile, the bureau is plan- 
ning to publish regular bulletins 
to stations giving them up-to-date 


Mark'Andy Peint-of -Sale Stickers are 
BABY BILLBOARDS that catch the eye 

where they buy. No wetting .. . they're 
FREE sticky... they sel! anywhere. Printed to 
your order. Millions sold. Write MARK'- 


ANDY, inc., Dept. 000, St. Louis 22, Mo. 
for details, samples. Do it, today! 


information on dealer co-op ad- 
vertising. 

Two other sales presentations 
also are in the offing—one on news 
as a sponsor vehicle, the other on 
women’s programs. Farm pro- 
grams are to be covered next. 


‘Fortnight Did Not Buy ‘Script 


In the May 2 issue of ApvVERTIs- 
ING AGE it was incorrectly reported 
that O. D. Keep & Associates, pub- 
lisher of Fortnight, had pur- 
chased Script, which it has not. 
In addition, the same item stated 
that Fortnight had taken over 15,- 
000 unexpired subscriptions of 
Peninsula Life. The figure should 
have been 5,000. 


Gets Furniture Accounts 


Shrout Associates, Chicago, has 
been retained to direct the ad- 
vertising of Futorian Mfg. Co., 
Chicago, manufacturer of modern 
and traditional upholstered furni- 
ture, and an affiliated company, 
Stratford Furniture Corp., New 
Albany, Miss. Trade and consumer 
media, plus direct mail, will be 
used. 


O'Mahoney Gets 


Senate Okay on 
Base Point Bill 


WASHINGTON—The Senate’s in- 
vestigation of the anti-trust laws 
came to a surprise climax Wednes- 
day as Sen. Joseph C. O’Mahoney 
(D., Wyo.) took the floor to whip 
through legislation establishing le- 
gality of non-collusive delivered 
prices. 

According to its sponsors, the 
legislation is designed to put at 
rest the uncertainty over delivered 
prices which has enveloped U. S. 
industry since April, 1948, when 
the Supreme Court threw out the 
basing-point price system used by 
cement makers. 

Senator O’Mahoney, who is 
known as the Senate’s chief trust- 
buster, said he became convinced 
of the need for legislation after 


the Supreme Court divided evenly 
last month in a second delivered 
price case, involving members of 
the rigid steel conduit industry. 

Under the legislation, which he 
steered through the Senate, the 
Justice Department and the Fed- 
eral Trade Commission are in- 
structed that delivered prices and 
freight absorption are not unlawful 
in themselves, in the absence of 
conspiracy. 


ws Senator O’Mahoney “sold” his 
bill as a substitute for a 15-month 
moratorium on delivered price 
litigation which the Senate has 
been debating. He argued the mor- 
atorium would merely prolong the 
uncertainty. 

Senator O’Mahoney cautioned, 
however, that he has been careful 
to preserve the strength of the 
anti-trust laws in situations where 
price discrimination may substan- 
tially lessen competition. 

The O’Mahoney bill is the first 
substantial anti-trust legislation 
adopted since the Robinson-Pat- 
man Act passed a dozen years ago. 


SUMMERTIME MEANS ADDED 
LISTENING IN IOWA! 


The fact that 41% of lowa car owners 
have radios in their cars* is especially 
significant in the summer. 


On long trips, 60.1% of all lowa car 
radios are in use “almost all the time” or 
“quite a bit of the time.” On short trips, 
the remarkably high percentage of 36.6 
are in use “almost all the time” or “quite 


a bit of the time.” 


These extra (“‘non-Hooper”!) listeners 
provide a substantial, year-round bonus 
audience in Iowa. In summertime, this 
bonus audience may very well increase the 
total number of listeners, even as com- 


pared with wintertime figures. ........ 


Up-to-date, factual information on use 
of car radios is only one of many extreme- 
ly interesting subjects covered in Iowa 


Radio Audience Surveys. They confirm 


the Surveys’ 1l-year policy of modernizing 
your old data—*“bringing to light new in- 
formation not previously gathered.” Write 
for your copy today, or ask Free & Peters. 


* The 1948 Iowa Radio Audience Survey is a “must” for 
every advertising, sales, or marketing man who is interested in 
the Iowa sales-potential. 

The 1948 Edition is the eleventh annual study of radio 
listening habits in Iowa. It was conducted by Dr. F. L. Whan 
of Wichita University and his staff, is based on personal inter- 
view of 9,224 lowa families, scientifically selected from cities, 
towns, villages and farms. It is universally accepted as the most 
authoritative radio survey available on Iowa. 


W inl © 


+ for lowa PLUS ¥ 


Des Moines a.26t. 2 50.000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


It is an outgrowth of investigatio), 
conducted last fall by a speci) 
subcommittee headed by Sen 
Homer Capehart (R., Ind.) ard 
later by Sen. Ed Johnson ()). 
Colo.). 

As passed by the Senate, the b |! 
declared that “it shall not be en 
unfair method of competition or <n 
unfair or deceptive act or practice 
for a seller, acting independent]. 
to quote or sell at delivered pricis 
or absorb freight, provided thit 
this shall not make lawful any 
combination, conspiracy, or co!- 
lusive agreement; or any mono- 
polistic, oppressive, deceptive or 
fraudulent practice, carried out 
by, or involving the use of, de- 
livered priees or freight absorp- 
tion.” 


@ The bill also declares: “It shal! 
not be an unlawful discrimination 
in price for a seller, acting inde- 
pendently: 

“A. To quote or sell at delivered 
prices if such prices are identical 
at different delivery points, or if 
differences between such prices 
are not such that their effect upon 
competition may be that prohib- 
ited by this section (Sec. 2, (A) of 
the Clayton Act). 

“B. To absorb freight to meet 
the equally low price of a com- 
petitor in good faith (except where 
the effect of such absorption of 
freight will be to lessen competi- 
tion substantially,) and this may 
include the maintenance, above 
or below the price of such com- 
petitor, of a differential in price 
which such _ seller customarily 
maintains.” 

Including the sponsors of the 
moratorium, senators of all eco- 
nomic viewpoints rallied to the 
plan for permanent legislation 
establishing legality of non-col- 
lusive delivered prices. 

However, Sen. Russell Long (D., 
La.) expressed misgivings. 

“We may find we have slack- 
ened our anti-trust laws by pass- 
ing this legislation,” he said after 
the final vote. “Perhaps I shal! 
be satisfied after I have studied 
the bill. 

“If I am, I am-afraid there may 
be some who will be dissatisfied.” 


Morning Fred Waring 


Show Ends in July 

Fred Waring’s morning NBC 
program (10-10:30 a.m.), spon- 
sored Tuesday and Thursday by 
the American Meat Institute and 
on Friday by Minnesota Valley 
Canning Co., will terminate July 
8 or earlier to make way fo! 
Procter & Gamble’s “Welcome 
Travelers,” which moves from 
American Broadcasting Co. to NBC 
July 11. 

As AA went to press there ap- 
peared to be a good possibility that 
Fred Waring might be scheduled 
for Saturday morning and Sunday 
afternoon slots, with the American 
Meat Institute sponsoring one o! 
the airings. 


To Wheeler-Kight & Gainey 

Wheeler-Kight & Gainey, Col- 
umbus, O., has been named to han- 
dle the advertising of Ohio Plastic 
Co., Frazeysburg, O., Topco plasti: 
tile and plastic novelties, and Ora) 
Co., Columbus, Oran floor fur- 
naces. 


DLAGTHINGS 


ToyTnade! 


* ONLY ABC Toy Publication! 
© 46 Years ...the OLDEST! 


* Carries MORE ADVERTISING 
by More Individual | 
Advertisers! © " 


AMERICAS No Tey Poin 


_ McCREADY PUBLISHING CO. | 


71 West 23rd St. New York 10. N. Y. 
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be an 
ae 83.4% of Country Gentleman women use face creams. 
jent] A lot of beauty aids go into the home of the Collinses, 
pric: : Country Gentleman family of South Dakota. Here two 
i that of the six daughters get ready for a party. 
il any 
r col- 
mono- 
ve or 
d out 
f, de- 
bsorp- 
t shall 
nation 
inde- 
ivered 
sntical 
or if 
prices 
f upon 
rohib- 
‘A) of Rural women need beauty care... 

Their hair and skin are constantly exposed to 
meet weather—their hands stay busy with laundry, 
com- ; 

iter cooking, garden and farm chores. 

on of 

npeti- Rural women want beauty help .. . 

; may Reports from Country Gentleman’s continuing 
_— readership surveys show articles on good groom- 
price ing and beauty are consistently up at the top 
narily among ratings of women’s readership. 

f the Country Gentleman’s women readers get the 
fy help they seek... 

D the : ‘ eee 

atten For guidance and inspiration, rural women turn 
n-col- to their own “service” magazine—the Country 

Gentlewoman section of Country Gentleman, 

B (D., which has its own four-color cover and table of 
—— contents, edited by the largest staff of women 
pass- editors in the rural magazine field. 
after 
shall You get the interested attention of 3,500,000 
udied women... 
= In 2,300,000 prosperous homes, rural women 
fied.” and their daughters look to Country Gentleman 
every month for help expertly written about 
their own special beauty problems. 
. That is why no other kind of magazine reaches 
NBC ‘ 
spon- _ them effectively, and another reason why 
y by Country Gentleman is first among rural maga- 
Lae zines— 12th among all magazines—in advertis- 
July ing revenue. 
y for 
come 
from 
NBC 
2 ap- 
7 that 
duled 
inday 
“yr 92.7% of Country Gentleman women use hand 


lotions. Social life of today’s rural teen-agers 
is with town friends—and they look and 
dress alike. Youngsters in the Belden family, 
Country Gentleman readers of Massachu- 
setts, go to town for square-dancing. 


Five out of six Country Gentleman women 
use branded shampoos. Good-looking Gwen 
Elder, daughter of a Country Gentleman 
family of Illinois, is as good as a man on the 
tractor—and as well-groomed as any girl on 
the floor at all her school dances in town. 


ae 


turn to Country Gentleman : 
for Better Farming, Better Living 


In over half of all U. S. coun- 
ties, Country Gentleman cir- 
culation exceeds that of the 
biggest weekly and biggest 


women’s magazine. 
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\ ING i . «+ Dut we do know they're listening more than ever! 


We thought we knew a great deal about why people listen to the radio. 
From all kinds of statistics we knew that Radio has been the most 


popular influence in American life in the present century. 


But no kind of statistics can ever define the structure of a love affair. 
Any more than they can fully explain why more Americans today are 


more involved with Radio than ever before. 


What, for instance, made the American people add 13 million 


radio sets last year to the 77 million they owned the year before? 


What made them listen to these sets more than the year before 


—for an average of 4 hours and 25 minutes a day? 


And why did they do this extra listening in the face of having many 
more things to do—like reading bigger and fatter newspapers and 


magazines, watching television, having more cars to ride in? 


Whatever the reason, the result is that the network advertiser is 
getting bigger audiences today than ever before, and is getting them 


at less cost —6% less than in 1947. 


And we do know they listen to CBS most! 


Because CBS has the best things to listen to: programs like Lux Theatre, 
Suspense and Godfrey; Jack Benny, My Friend Irma and Amos ’n’ Andy; 
and still more to come this fall like Edgar Bergen, Burns and Allen, 


Bing Crosby, Groucho Marx and Red Skelton. 


And also because they can hear CBS better, since it has the most 


powerful and best-balanced facilities in all radio. 


That’s why CBS has the largest audiences, and the highest . 


average audience, in all radio. 


That’s why CBS delivers these audiences to advertisers today 
at the lowest cost in all radio—and why advertisers sponsor 


more time on CBS than on any other network. 


That’s why in all the latest reports, by every count, both Hooper and 
Nielsen, CBS has the “‘No. 1” position among all networks, 


—for the largest audiences in the world 
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Advertising Age 
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Blair Sm 


15 cents a 
America. Fore n postage extra 


. $3 a yeor in the United States, Canada and Pan 
. Myron Hartenfeld, circulation director. 


The Creative Man Bares His Soul 


In the April 25 issue of Apver- 
TIsInc Ace, The Creative Man 
rather mildly criticized an ad for 
the Lewyt vacuum cleaner, largely 
on the basis that while it was ad- 
dressed to women, its layout made 
it “essentially a masculine ad.” 

In the May 16 issue, Walter J. 
Daily, manager of Lewyt’s vac- 
uum cleaner division, and one of 
the country’s outstanding appliance 
men, disagreed with The Creative 
Man’s criticism, and asserted that 
“we are perfectly happy about the 
results obtained from the adver- 
tisement.” In the same issue, Mr. 
Daily got an assist from D. S. 
Elrod, vice-president of Erwin, 
Wasey (which does not handle the 
Lewyt account), who pointed out 
that Starch readership figures for 
the ad were high, for both men and 
women, but higher for women. 

Now The Creative Man, who 
seldom replies to letters “because 
I don’t write The Creative Man’s 
Corner to be disputatious,” has 
written a letter to Mr. Daily from 
which we should like to quote the 
last paragraph, because we believe 
it expresses the essence of the 
Corner, and the sole reason for its 
appearance: 

“IT am not defending The Corner, 
Mr. Daily,” says The Creative Man. 
“I can be—and have been—quite 
wrong in many things I have said. 
My object is to stimulate a more 


critical attitude toward advertis- 
ing on the part of its authors and 
sponsors—with the ultimate aim 
of having them improve their own 
advertising. I have no axe to 
grind—I have only an editorial 
objective to accomplish. Can you 
honestly say that the Lewyt ad 
was perfection itself and beyond 
further improvement?” 

There you have the basic funda- 
mental reason why The Creative 
Man writes The Creative Man’s 
Corner, and why AA prints it. In 
a sense, The Corner is the direct 
reverse of the plague of “award 
competitions” which fill the land. 
It is designed specifically to make 
admen dissatisfied with their work, 
to make them strive always for 
more effective advertising. 

It can be, and no doubt fre- 
quently is, wrong. And since ad- 
vertising is still far removed from 
an exact science, it will inevitably 
foster disagreements and argu- 
ments which cannot be resolved. 
But this very process of develop- 
ing discussion and interest, and 
of awakening the critical faculties 
of the advertising business, is ex- 
tremely valuable. 

Praise for work well done is 
worth while, and should not be 
neglected. But forthright, honest 
criticism, constructive in intent 
and design, is equally important 
and perhaps far more valuable. 


More Selective Selling Sure to Come 


One of the impressions carried 
away from the annual meeting of 
the National Sales Executives, 
Inc., was the definite one that, in 
almost all lines, there is going to 
be a shrinking in the number of re- 
tail outlets. 

Part of this shrinkage will come 
naturally, as the swollen ranks of 
retailers recede before the on- 
slaught of harder selling, tougher 
sledding, and the operation of the 
law of the survival of the fittest. 

A considerable part of this 
shrinkage will be hastened, how- 
ever, by more intensive study of 
distribution by manufacturers, who 
are learning all over again that, 
in a period of strong competition 
and high costs, it is economically 
unsound to continue distribution 
through dealers whose volume in 
the manufacturer’s field is so small 
as to be unimportant. 

There is sure to be more and 
more concentration on a smaller 
number of more efficient dealers 
in all lines except those whose 


convenience aspects require wide- 
spread distribution, regardless of 
possible volume. 

While the withdrawal of lines 
from fringe dealers may prove to 
make life just a little bit tougher 
for certain dealers for a while, in 
the long run it is likely to be a 
good thing, for the dealers as well 
as for manufacturers and for the 
economy as a whole. 

Competition for retail outlets has 
occasionally become so fierce that 
more dealers than could economi- 
cally be used have been carrying 
many lines, with the result that 
available business is spread so 
thinly over the retailing structure 
that nobody can achieve a re- 
spectable sales volume. If dealers 
are chosen more scientifically and 
more carefully, with a view to 
market potentials and to building 
up outlets which can achieve a 
respectable volume of business in 
a particular line, retailers as well 
as manufacturers are likely to ben- 
efit over the long haul. 


—Better Homes & Gardens 


“We're conducting a poll! To which drums are you listening?” 


Who's Who Whoosh 

One of our favorite pastimes is 
trying to imagine a language built 
entirely on the incomparable style 
of “Who’s Who.” You know, “Joe 
Blow, b. Levtov Centre, Ark., 1901; 
s. Hezekiah and Heap (Big) B.; 
stud., Popplewhite U.; A.B., Pop- 
plewhite; A. M., Sauganash State; 
inst., ana. hystlgy., Spendocrat 
Tech, 1923-25, m. Elsa Mallhalla,” 
etc. 

But even more str. and wond. 
than WW’s cndsd stle is its ex- 
panded sales letter language. 

Take this paragraph, for in- 
stance, from a letter recently sent 
to an eminent friend of this col- 
umn: 

“Permit me to emphasize my 
purpose in recapitulating is solely 
that of assuring insofar as possible 
that the gist of any previous com- 
munications which may have mis- 
carried reaches you before com- 
pilation progresses to the final 
typesetting step.” 

The above paragraph is the 
punch-line. Before it are several 
similar masterpieces of triple- 
decked construction. For instance: 

“While, on the possibility that 
mail miscarriages or similar inad- 
vertencies may be involved, for 
myself I want to be now assured, 
should it become necessary for 
your listing to go into type with- 
out your participating, that the es- 
sentials of my previous letter have 
been before you, at least in sum- 
mary...” 

The letter, signed by Wheeler 
Sammons, publisher, also repurted 
that A. N. Marquis Co. publisnes 
“Who’s Who in America,” “Inter- 
national Who’s Who,” a monthly 
supplement, and also “Who Was 
Who in America.” Which certainly 
ought to take care of who for 
awhile. 


Godfrey on AA 

You’ve all heard of Arthur 
Godfrey, the celebrated radio 
mint. Radio Copy, Flushing, N. Y., 
is a monitoring outfit—kind of an 
ethereal clipping service—and so 
Radio Copy told us Mr. Godfrey 
had been talking about AA. 

Seems two Maxon men, Bob 
Roe and Gus Kazer, clipped and 
sent to Godfrey the AA cartoon 
in which a man stares at a rec- 
ord and says “That wasn’t Arthur 
Godfrey, Sweet. It was Jeanette 


MacDonald. You had the wrong 
turntable speed.” 

“When I sing, do I sound like 
Jeanette MacDonald?” Godfrey 
asked his announcer plaintively. 
“At thirty-three and a third, or 
something?” 

“T’ll never sing again.” 


Echo in Gotham 


Some time ago this august jour- 
nal described for you the sampling 
operation conducted by Nu-Fab 
Corp. for Miracloth in the Chicago 
Tribune. On May 15 it did a simi- 
lar job in the New York Journal- 
American. 

The page required more than 
700,000 yards of Miracloth, and 
the rolls were fabricated in Little 
Rock and rushed to New York by 
trailer truck. One of the trucks had 
trouble in Marion, Ind., and tied 
up 27 rolls, or more than 100,000 
yards. The Chicago Herald-Ameri- 
can hustled a truck down to Mar- 
ion, hauled the rolls to Fort Wayne, 
slapped them aboard a chartered 
TWA plane and flew them into La- 
Guardia early Saturday morning, 
May 14. Less than 24 hours after 
the rolls went aboard the aircraft, 
readers of the J-A were sampling 
the page in their homes. The cost 
of the page was more than $50,000, 
and the material would have cost 
$100,000 at retail. 


Jottings 

Frankly speaking note, from a 
release: “Bass & Co. has moved to 
more pretentious offices at 50 
Broad St., New York 4”... 

Letter from the owner of the 
Health Roof Club, New York. “I 
feel that ‘Cam’s’ enthusiasm for 
the ideals of the Health Roof amply 
qualifies him for the position of 
Membership Director under our 
plan for securing new members 
from among the personal acquaint- 
ances of our current patrons...” 
An earlier paragraph reported that 
Cam had just bought a piece of the 
joint... 

Goes to show you. Zenn Kauf- 
man, merchandising director of 
Philip Morris, is all broken up 
about the misconception of the 
salesman to come out of Arthur 
Miller’s “Death of a Salesman.” 
Remember how concerned admen 
were about “The Hucksters?”.. 
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Rough Proofs 


The Chesapeake & Ohio his 
notices on the tables in its dininz 
cars saying, “No Tipping, Please!’ 
but this is an emergency that ha; 
not yet confronted the Brotherhoo.| 
of Sleeping Car Porters. 


The C&O’s Chessie must be hav- 
ing kittens, as the crack train of 
the Pere Marquette, running be- 
tween Grand Rapids and Chicago, 
carries that distinguished cogno- 
men. 


The Pullman Co.’s eyes must bug 
out when its sees the electric slid- 
ing car doors and the electric eye 
which opens the doors of the diner 
on the Pere Marquette’s Chessie. 


Some Chicago admen have 
started a movement to eliminate 
neckties from June 1 to Labor 
Day, but they mustn’t expect their 
advertisers to enthuse over the 
plan. 


Bill Veeck had a good idea when 
he gave his Cleveland Indians a 
second opening day, and some ad- 
vertising managers are inclined to 
adopt the same procedure for their 
less spectacular campaigns. 


With AM, FM and TV tugging 
at its skirts and insisting on pre- 
ferred attention, the NAB must be 
feeling very much like the old 
woman who lived in a shoe. 


ADVERTISING AGE recently ran a 
story about an advertiser who is 
having trouble finding media in 
which to run its ads. Its experience 
is slightly reminiscent of the good 
old days of 1942-1945 for many 
others. 


Veteran publication representa- 
tives are already beginning to brag 
just a little to newcomers to the 
craft about the days of paper 
rationing when space buyers 
bought lunches for space sellers. 


After reading about the marvel- 
ous qualities of some of the new 
golf balls, it’s always a bit dis- 
illusioning to see that the boys 
who dredge the water holes come 
up with most of the famous names 


Summer resort copy for 1949 is 
running true to form, offering the 
most perfect weather, the finest 
fishing and. golf and the most 
beautiful bathing girls in all his- 
tory. 


Almost any enterprising editor 
should be able to convince his pub- 
lisher that there’s enough interest 
in Great Britain’s experiment in 
social medicine to justify a trip 
abroad just about now. 


Having fought the battles of th 
ABC and the ABP, the opposin: 
forces in the paid versus free cil- 
culation war are now preparing 1° 
unlimber their big guns for Buffalo 
and the NIAA. 


Advocates of compulsory healt4 
insurance admit there will be ro 
legislation at this congression«! 
session. They couldn’t find anj- 
body who could outtalk Morr s 
Fishbein. 


Copy Cu:. 
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MJB Plans Test Campaign 

MJB Co., San Francisco, packer 
of MJB brand coffee and tea, has 
scheduled a test campaign over 
four Los Angeles television sta- 
tions. The company has signed 13- 
week contracts to use eight parti- 
cipation shows every week. The 
San Francisco office of Batten, 
Barton, Durstine & Osborn handles 
the account. 


WHAY Begins Operations 


WHAY, 5,000 watt independent 
station in New Britain, Conn., has 
begun operations. Studios and of- 
fices are located at 22 Grove Hill. 
The station is owned and operated 
by the Central Connecticut Broad- 
casting Co., New Britain. 


ADS PULL 


with eye-catching mats or 
photos. Used by biggest 
advertisers. 100 new sub- 
jects monthly to drama- 
tize every advertising and 
sales premotion job. Write 
for FREE proofs No. 208. 
EVE*CATCHERS, Inc., 10 E. 38 St., N. Y. C. 


Scripps-Howard Told 
to Decide Outlet It 
Wants in Cincinnati 

CINCINNATI—Scripps-Howard 
Radio, Inc., has been ordered by 
the Federal Communications Com- 
mission to decide within 30 days 
which of two applications for Cin- 
cinnati radio stations it wants to 
continue. 

The FCC order, affirming a di- 
rective issued last December, in- 
volves “multiple applications” to 
purchase Station WVLK, Ver- 
sailles, Ky., and move it to Cin- 
cinnati, and to change facilit'es of 
WCPO, present Scripps-Howard 
station, to 630 kilocycles and in- 
crease power to 1,000 watts. 

M. C. Watters, vice-president 
and general manager of WCPO, 
said a decision probably will be 
made within two or three weeks 
after study of the order. 

Both applications have been 
pending before FCC since early 


last fall, when the FCC reopened 
the 630-kce case after Scripps- 
Howard had asked permission to 
purchase the Kentucky station 
owned by Baseball Commissioner 
A. B. Chandler. Also involved in 
the 630-kc case are Queen City 
Broadcasters, Inc., a new corpora- 
tion, and American Broadcasting 
Corp., operator of WLAP, Lexing- 
ton. 


Lindsay Appoints Schaefer 


Jack Schaefer has been ap- 
pointed director of publicity and 
promotion of Lindsay Advertising 
Agency, New Haven, Conn., and 
New York. He was formerly with 
the New Haven Journal-Courier, 
the United Press, Baltimore Sun 
and Norfolk Virginian-Pilot. 


Gets Steamship Account 


William von Zehle & Co., New 
York, has been named to direct the 
advertising of John S. Emery & 
Co., New York, operator of steam- 
ships between New York and Med- 
iterranean ports. Trade publica- 
tions and newspapers will be used. 
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to make the most 
of your opportunity 
in Big St. Louis 
(America’s 8th largest market) 


Because to really be 

“in business” 

in rich St. Louis requires 

a substantial schedule 

in The St. Louis Star-Times 


178,089 responsive 
Star-Times reader families 


give you the essential, low cost 


PULLING POWER! 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. ' 


IN 1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 


Charles L. Coughlin, president of Briggs & Stratton Corp., has been 
selected as Milwaukee's outstanding industrialist for 1949 by the Mar- 
quette University Chapter of the Institute of Industrial Engineers and 
Executives. . . Charles Reed, with BBDO’s San Francisco staff, has been 
elected president of the Northern California chapter of Alpha Delta 
Sigma. . . Before assuming his new post as managing director of the 
Southern California Broadcasters Association May 15, Bob McAndrews, 
formerly of Young & Rubicam, Hollywood, took time out for an Arizona 
canyon trip. . . 

The directors of the Chicago Better Business Bureau have elected 
Maurice H. Needham president for the coming year. He’s president of 
Needham, Louis & 
Brorby ad agency ... 
Samuel Gale, General 
Mills vice-president, 
has added another v.p. 
from the Minneapolis 
Civic Council, a fund 
raising organization for 
eight civic associa- 
tions. . . 

John H. Sengstacke, 
editor and publisher of 
the Chicago Defender, 
presented the annual 
Robert S. Abbott Me- 
morial Award to Presi- 
dent Truman at the 
White House May 25. 
The award, for the ad- 
vancement of human 
relations, is in memory 
of the late Robert 


HONORED BY FRENCH—Dr. Eric W. Stoetzner, left, 


Sengstacke Abbott, New York Times director of foreign business pro- 
founder of the De-_ motion, receives the Commercial Award of Merit 
fender. . . of the Republic of France from Raymond Dreux, com- 


mercial attache of the French Embassy. Dr. Stoetzner 

was honored by the French government for his work 

in fostering improved Franco-American business re- 
lations. 


William M. Ramsey, 
radio director of Proc- 
ter & Gamble, Cincin- 
nati, will head the radio 
committee for the 1949 national Community Chests of America cam- 
paign. . . Burglars got personal with Robert Priebe, manager of KRSC, 
Seattle, when they entered his houseboat on Lake Union, stole a port- 
able TV set, two pairs of binoculars, a camera and a .22 caliber pistol. . . 

John E. Wiley, chairman of the board, Fuller & Smith & Ross, will 
head the solicitation of advertising and publishing industries in the 
campaign for the Greater New York Fund. He was appointed to the 
post by Nelson Bond, vice-president, McGraw-Hill Publishing Co., who 
is chairman of the Fund’s publishing, entertainment and professions’ 
section. . . 

A scroll in appreciation of his valuable service to selling and sales 
management was presented recently to Alfred Schindler, chairman of 
the National Federation of Sales Executives and former Under Secretary 
of Commerce, at a sales rally of the St. Louis Chamber of Commerce 
Sales Managers Bureau. The award was made by Fred Powers, regional 
sales manager, Century Electric Co., and bureau president. . . 


GIFT FOR NEGRO FUND—Thomas D’A. Brophy, left, chairman of the board, Kenyon 

& Eckhardt, and chairman of the United Negro College Fund’s public information 

committee, presented with the first 30-volume set of the revised Encyclopedia Ameri- 

cana by Dr. Lavinia P. Dudley, center, editor, turned the edition over to Dr. A. D. 

Beittel, right, president of Talladega College, one of the institutions of the Fund, 
for use in the college library. 


Albert Greenfield, El Paso ad executive, recently held his 23rd one- 
man show with a “Good Neighbor” exhibit of photographs of Haiti at 
the Texas College of Mines, in El Paso. . . Forty-seven ad agencies, all 
affiliated with the Los Angeles Chapter of the Four A’s, honored Walter 
G. Pfaffenberger, retired ad director of the Los Angeles Times, with a 
testimonial luncheon. Other guests of honor included Emil Hartford, 
who has succeeded him, and Sydney Bartlett, ad director of the Los 
Angeles Examiner. . . 

Dorothy and Dick Irwin (he’s on contact with Ruthrauff & Ryan, Chi- 
cago) are the parents of Stacey Lyn, born April 29. . . Arthur Rosenthal, 
with the Hartford Courant ad department, and Mrs. Rosenthal have 
welcomed their second child, a son. . . And twin sons were born to 
W. B. Hanft, advertising manager of Sapolin Paints, Inc., New York, 
and Mrs. Hanft. The boys, Lawrence and Frederick, have a six-year- 
old brother, Richard. . . Phil Lewis, with the WCCO sales department, 
Minneapolis, is boasting about a new baby girl, Vicki. . . 

James G. Shennan, president, Elgin National Watch Co., has been 
named a member of the industrial problem committee of the National 
Association of Manufacturers. . . Irving E. Rogers, president and treas- 
urer of WLAW and WLAW-FYM, Lawrence, Mass., is donating a memo- 
rial to a new science building at Merrimack College, Andover, Mass., in 
memory of his parents. He succeeded his father, the late Alexander H. 
Rogers, as head of the stations and publisher of the Eagle-Tribune. 
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What happens is that the customer selects the 
merchandise she wants all by herself. 

She picks the brand she wants—and presses 
the button. 

As this trend toward self-service grows— 
and it is growing—one point becomes per- 
fectly clear: if you want her to press the button 
for your brand, you’ve got to sell her before 
she gets to the store. 


And that puts it squarely up to your ad- 
vertising. 


Young & Rubicam, Inc. 
ADVERTISING 


New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto MexicoCity London 
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Broadcasters Elect Meagher 


John F. Meagher, KYSM, Man- 
kato, Minn., has been elected pres- 
ident of the Minnesota Broad- 
casters Association. C. T. Hagman, 
general manager of WLOL, Minn- 
eapolis, has been named vice- 
president and Mel Drake, manager 
of WDGY, Minneapolis, secretary- 
treasurer. 


Koehl, Landis Moves 

The New York office of Koehl, 
Landis & Landan has been moved 
to 22 E. 47th St. 


Gross to Fairmont Hotel 


Leonard B. Gross, formerly man- 
ager of the publicity department of 
the San Francisco Chamber of 
Commerce, has been appointed 
director of public relations of the 
Fairmont Hotel, San Francisco, 
effective June 1. 


Appoints Arndt Agency 


John Faulkner Arndt & Co., 
Philadelphia, has been appointed 
to handle the entire Corn Exchange 
Bank account. The agency pre- 
viously handled part of it. 


Elects Rossell President 


Daves Rossell, former treasurer 
of Advertising Copy Service, New 
York, has been elected president 
of the company. He succeeds John 
H. Porter, who has joined Bu- 
chanan & Co., New York, as an ac- 
count executive. 


Schere Joins Shrager 


Monroe Schere, for the past 15 
years free lance writer and edi- 
torial consultant, has joined John 
Shrager, Inc., New York agency, 
as director of copy research. 


Hunt Foods Names Melvin 


Jack Melvin, formerly publicity 
director in the Hollywood office 
of Foote, Cone & Belding, has been 
appointed director of public rela- 
tions of Hunt Foods, Inc., Los An- 
geles. 


Gets Paint Account 


Pecora Paint Co., Philadelphia, 
has placed its advertising with Ab- 
ner J. Gelula & Associates, Phila- 
delphia. Newspapers, trade publi- 
cations and direct mail will be 
used. 
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SALES WIND IN LOS ANGELES 


In Los Angeles the proven impetus for pushing sales upward 


‘is the Herald-Express. 


producing re-| 


—iwarm days—by actual detes— 


daily and Sunday combined! 


are concentrated. 


For instance, last year 
this newspaper carried almost 40 per cent more drug store 


advertising than any other Los Angeles paper— 


Logical, because it reaches thousands more families than 
any other daily in the vital city and retail 


trading zones where population and buying power 


Yes, the Herald-Express is the medium that sells 


more goods in the Los Angeles market. 
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in the world. 


He's already got his dates lined 
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Year, named by the Council of Women’s 

Advertising Clubs at the AFA convention 

in Houston, is Mrs. Marjorie Child Husted, 

consultant on women’s services, Genera! 
Mills, Minneapolis. 


CHOSEN—Advertising Woman 


Marjorie Husted 
Receives AFA Award 


Houston—Mrs. Marjorie Child 
Husted, who more than anyone 
else might be called “the origina! 
Betty Crocker,” was named adver- 
tising woman of the year for 1949- 
50 by the Council of Women’s Ad- 
vertising Clubs of the Advertising 
Federation of America meeting 
here last week. The award was 
presented by Mary McClung, gen- 
eral manager of the New York 
Post-Home News and AFA sec- 
retary, at a dinner Tuesday eve- 
ning. 

Mrs. Husted is consultant in all 
services to women for General 
Mills, Inc. From 1926 to 1946 she 
was director of the home service 
department of General Mills and 
its predecessor company, Wash- 
burn-Crosby. During that time she 
developed the Betty Crocker radio 
program and a major portion of 
the vast network of Betty Crocker 
services and activities. 

This is the third honor bestowed 
on Mrs. Husted in as many weeks. 
On May 14 she received from Pres- 
ident Truman one of the Women of 
Achievement awards given annual- 
ly by the Women’s National Press 
Club of Washington. Two weeks 
ago she was elected president of 
the Women’s Advertising Club of 
Minneapolis. 


Revere Camera Signs 
New ABC Network Show 


“Name the Movie,” a telephone 
quiz program starring Clark Den- 
nis and Peggy Mann and featuring 
a guest movie actor or actress 
weekly, made its debut on the ABC 
net May 12, and will go to a full 
half-hour June 22 (9:30 p.m., 
EST). The program, replacing Jo 
Stafford, is sponsored by Revere 
Camera Co. 

The guest star offers hints sug- 
gesting a movie in which he or 
she has appeared and then calls a 
veterans’ hospital for the answer 
Correct answers bring prizes of 
Revere movie equipment to th 
hospital. The show is packaged 
by Bernard Howard of Howarc 
Radio Productions, Chicago. Th« 
Howard firm celebrated its firs’ 
anniversary by signing the con 
tract with Roche, Williams ‘ 
Cleary, Chicago, which handle 
the fadio portion of the Rever 
account. 


Miller Brewing Sponsors 
Lawrence Welk Over ABC 


Miller Brewing Co., Milwaukee 
is sponsoring a 30-minute progran 
featuring Lawrence Welk’s musi: 
over ABC, starting June 1. Time 
on 16 stations has been clearec 


by Kilau-Van Pietersom-Dunla} 
Associates. i 
The product is Miller Higt 


Life beer, which also is pluggec 
on the company’s Tuesday nigh 
fight telecasts from Chicago ove) 
ABC stations. 
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Get the Facts & Figures 
about your products and 
the sportsman’s market 


from Field & Stream 


Not just general information, but 
reliable and authentic facts and 
figures about your product—the 
market-use habits, ownership, 
buying intentions, sporting goods 
dealer attitude, and a wealth of 
other facts you can use to make 
your advertising dollars produce 
better results. 

A complete set of facts and 
figures about your own business is 
available at no cost from any 
Field & Stream advertising office. 


> 


--- Sporting goods dealers | 
eonsider Field & Stream ij 
the AUTHORITY! 


Fleld & Stream ... America’s Number One Sportsman’s Magazine 


Field & Stream... 


THE AUTHORITY! 


What Sportsman's Magazine do you consider as being the most 
; absolutely authoritative in its field? 


Red Reet prey poet tote mney 


Ss > Sere 
na 


IT’S A FACT THAT 
FIELD & STREAM IS 
FIRST 
IN ADVERTISING 


More advertisers used more 
space in Field & Stream in the 
rst five months of 1949 and 
for the past 39 years than in 
any other sportsman’s maga- 
zine—because they buy ad- 
vertising on facts and figures. 
be of 
ee carried a 


sportsman's magazines 
ae = See & 


MAGAZINE Y 


974 


pages of advertising* 
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Atypical Fact Sheet from the Field & Stream research files 
Bea 
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MAGAZINE Z 


AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 
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Field & Stream Advertising Offices = 
NEW YORK 
Fred Klaner, Advertising Director, 
Field & Stream Publishing Co., : 
515 Madison Avenue, New York 22, N. Y. BY < 
Telephone: PLaza 3-8544 
CHICAGO 
J. Williams Macy, Western Mgr., 
Wrigley Building, 


Chicago 11, Illinois. a 
Telephone: W Hitehall 4-4536 aah 
PACIFIC COAST it 


William F. Coleman, 

1038 Henry Building 

Seattle 1, Washington. 

Telephone: ELliot 4315 
DETROIT 

Charles J. Sheppard, 

Penobscot Building, 

Detroit, Michigan. 

Telephone: WOodward 2-3080 
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What's in the Deep Freeze? 


ociAL historians and economists (domestic 

or otherwise) have been cluck-clucking 

lately over the American frozen-foods in- 

dustry. And well they may, considering some of 

the remarkable goings-on in the deep-freeze 
world. 

Last fall two Cleveland hunters took a six-cubic- 
foot freeze cabinet to South Dakota with them in 
their car, putting their pheasants, teal, and rabbits 
into it, and plugging it in each night in the tourist 
camps where they stayed. An American oil com- 
pany ordered 14 tons of frozen foods for the Per- 
sian Gulf. Arcturus, a shrimping boat just launch- 
ed, will deep-freeze its entire 17-ton catch on 
board. 

In some dozen American cities apartment 
houses are offering frozen-food basement storage 
lockers, and Philadelphia has seen the debut of an 
all-frozen-food retail Automat. Americans in some 
areas are now consuming more of some frozen 
foods than of fresh. 

At least 400 companies are now deep-freezing 
foods, and last year they packed 700,000,000 
frozen pounds. Over 150 firms are feverishly turn- 
ing out freezing cabinets. Last year 800,000 freez- 
ing cabinets were made. This year sales are ex- 
pected to be a million. 

“It is boomier business,” one manufacturing ex- 
ecutive recently commented, “than the lushest 
days of the electric home refrigerator—which were 
in 1929 when we thought 660,000 units were some- 
thing.” 

At least 1,200 to 1,300 different foods have now 
been test-frozen. Over 400 are on the market. In- 
deed, in the United States today more foods are 
being frozen for sale, with the exception of soups, 
than are being canned. You can now find—all deep- 
frozen—Chinese egg roll, whale meat, borsch, 
crépes suzettes, chow mein, curried lobster, shark 
liver, whole baked apples, mayonnaise, apple pie 
a-la-mode, pierogi, baked beans, chocolate chip 
cookies, tamales, tortillas, pippin apple slices, 


by 
C. Lester Walker 


Drawings by Sam Norkin 


pear purée, cooked Parker House rolls, fresh coco- 
nut milk, soy bean whipped cream, chicken fat, 
liquid coffee, and mink food. 

In 1946, in a severe, if temporary, setback, near- 
ly 200 companies went out of business. The better 
quality packers are the ones now left in the run- 
ning, and a movement to set up quality grading 
standards is now in full swing. Already about 90% 
of frozen fruits and vegetables are subject to 
standards worked out in cooperation with the 
Department of Agriculture. 

Frozen-food visionaries predict that by 1955 the 
American deep-freeze pack will reach 30 billion 
pounds. Even that staid and conservative sheet, 
the Journal of Commerce, has estimated that two 
years later, 1957, one-half of the nation’s food 
money will be spent on frozen foods: $10,000,000,- 
000. 
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HE beginnings of this fantasia, as is now 

reasonably well known, go back to a man 

from Gloucester, Massachusetts, named 
Clarence Birdseye. While fur trading in Labrador 
some 30 years ago, he observed a curious natural 
phenomenon. He dropped a fish, which he had 
caught some days previously 
and which had frozen at once 
in the 40-below-zero air, into a 
bucket of water to thaw. After 
a few minutes, to his amazement 
the fish began to flip its tail and 
swim. 

Since Birdseye had an in- 
ventive turn of mind, this set 
him to pondering. Was it a new 
way to preserve something? 
Back in the United States, Birds- 
eye went into business to freeze fish this new way 


right at the wharves. This was way back in 1924. 


Surprisingly, the public didn’t take to it readily. 
“Frozen” in 1924 had a bad connotation: it meant 
“cold storage.” But, by going into the deep-freez- 
ing of more than fish—fruit, berries, vegetables— 
Birdseye got over the hump; and by 1928 he was 
riding high. Then the Postum Company bought 
Birdseye, rechristened themselves General Foods 
Corporation, hired the discoverer as consultant, 
paid him and his backers $2,000,000 for the assets 
and the “Birds Eye” name, and for the quick-freeze 
patents, $20,000,000. 

Today consumer surveys show that thousands 
think “Birds Eye” is a generic word—like “Kodak.” 
One report tells of a cook applying for a job who 
inquired: “Does madam peel or does madam 
birdseye?” 

What General Foods chiefly paid $20,000,000 for 
was the secret of speed-freeze, because precipitous 
freezing prevented large ice crystals from forming 
in the food and breaking down the cell walls. 

Birdseye called his method the “multiplate” 
system—a series of metal plates, in layers, con- 
taining a network of ducts through which flows 
a refrigerant. The food, packaged, is placed in a 
freezing cabinet, between and touching the plates, 
and there frozen at 25 below. 

The industry now has new and, some claim, 
fancier methods. Food can be put into tight metal 
containers and sprayed with supercooled brine, 
or immersed in the brine. Or (the laboratories 
indicate ) in liquid air. Probably the most dramatic 
of the newer methods is the tunnel-blast process. 
On wide conveyor belts food passes through a 
long tunnel where air blasts, whooshing off 
ammonia coils (minus 40° ) at 1,000 feet a minute, 
chill it fast. Most products deep-freeze in 16 
minutes. 
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HEN the Deep-Freeze Era was just 
Wi the corner, in the beginning of 

the 1930's, one of its earliest manifesta- 
tions was the frozen-food locker plant. Here the 
individual citizen could rent a sub-zero cabinet 
and deep-freeze and store away his own garden 
truck or other foods. By 1936 the country was 
supporting about 200 such plants having 6 mil- 
lion individual lockers. They handle 2 billion 
pounds of food a year; and according to the Farm 
Credit Administration over 13 million Americans 
are served by them. 

Many locker plants have been 
able to effect a sizable saving in 
the farmer's feed bill. Formerly 
his pork and beef slaughtering 
waited until the cold days of 
December and January. Now, 
he slaughters when the animal 
is ready. Which means months 
in which he does not have to 
pay for feed. 

And woman’s work in the 
rural areas has been lightened no end by the 
locker plant. Take one obvious example: canning. 
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Fruits and vegetables can go to the locker with 
only one-third the work of canning. 

There is nothing in relation to deep-freeze 
which a modern Community Freezing Center 
cannot handle, And they sell everything: from 
wrapping and packaging supplies, to home- 
freezers or a hog. . 

Suppose you ask: “How much would I save if I 
bought a hog today?” 

As against retail prices—30%. On all kinds of 
meats one Community Freezing Center figures it 
consistently saves patrons from 20 to 40%. 

The cities and suburbs have the home deep- 
freeze cabinet. First sold for the home in 1937, 
these cabinets today number about 1,250,000 and 
come in all sizes and prices, from a 4-cubic-footer 
for $250 to a 30-cubic-footer at $900. But their 
users do not approach the 13,000,000 served by 
the deep-freeze lockers. 

One reason is cost. The low-income citizen 
could afford a dollar-a-month locker rental but 
not $300 to $400 to buy a deep-freeze box outright. 
Another reason is space, for the 
freezer occupies an embarrass- 
ing amount of room in a small 
modern home or apartment. An- 
other basic trouble has been 
the insulation, usually 6 inches 
of fibre glass. Manufacturers 
have struggled to cut it down. 
Now, it looks as if they can do 
it, thanks to a new insulation 
material. 

This is Santocel, a Monsanto 
Chemical product, which seems 
about to make all other insula- 
tion obsolete. A white, free- 
flowing powder, known techni- 
cally as silica aerogel, 10 or 12 
inches of it equals 2 to 3 feet of 
conventional insulation. The 
substance is 90% air (which is 
the key to the matter) and its 
air is trapped in space only one- 
billionth of an inch in diameter. The distance the 
molecules of air can travel between collisions is, 
hence, so short that the lack of heat conductivity 
closely approaches that of a vacuum. 

As they arrive, these food freezers will do what 
frozen foods in the home have always done: give 
more and more housewives less and less to do. 
And the ultimate in getting a meal without doing 
anything is the deep-frozen, pre-cooked entire 
dinner, delivered directly to the home freezer 
cabinet. 

A New Yorker, one William L. Maxson, first 
successfully launched this curious ware four years 
ago, putting at one time 20 complete frozen blue- 
plates on the market. Today the Maxson Company 
and imitators are doing a lafd-office business. 
Even the airlines have capitulated. Pan American 
alone served 400,000 Maxson frozen meals last 
year. Just how far these frozen pre-cooked meals 
have entered the American life is revealed by a 
story the deep-freeze world tells: 

A wife sought a divorce because her spouse in- 
sisted on pulling the same “joke” before all din- 
ner guests. He would always say, she told the 
court,“Did you unfreeze this all by yourself, dear?” 
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oME isn't the only place the deep freeze 

has affected. Many an American in- 

dustry is now feeling its chill. Do the 
railroads want to lose thousands of tons of new 
freight business to the trucks? If not, they have 
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got to build hundreds of sub-zero refrigerator cars. 
Already trailers of close to railroad-car capacity, 
which refrigerate to 15 below, are rolling the 
highways. 

The carriers are therefore rushing to build new 
types designed especially for frozen foods. Illinois 
Central has announced a new steel-and-alumin- 
um car lighter by some 7 tons than any refrigera- 
tor car ever made. Railway Express has ordered 
500 specials for zero temperatures. Ahead, per- 
haps, are whole trains of sub-zero freight—a kind 
of strung-out glacier, moving at a 40-mile-an-hour 
clip across the continent. 

And in the dining car, great changes are under 
way. Trains like the Twentieth Century, it is 
predicted, will soon need only one diner instead 
of two—by using frozen foods. For their space and 
labor saving is phenomenal. No food “prepara- 
tion.” Then, on-the-diner cooking is just a matter 
of quick heating in the cook’s latest gift from 
heaven, the electronic stove. 

This stove (it is on the market as “Radarange” ) 
will thaw a frozen steak in 8 
seconds. (It thaws in 55 minutes 
a barrel of deep-frozen fruit 
which at room temperature takes 
7 days! ) It will grill steaks in 40 
seconds, cook pork chops in 45, 
and bake biscuits in 29 flat. 
Twelve seconds does fried eggs, 
and 20 scrambled. 

What frozen foods when 
coupled with this Merlin device 
will probably do to hotel and 
restaurant business is something 
to think about. Statler and Sher- 
aton hotels are already using 
the combination as well as some 
restaurant chains. A restaurant 
which has normally 40 employ- 
ees, it is said, can by these meth- 
ods operate with 15. And not 
far in the future is a Radarange 
for the home. 

Other industries as diverse as fishing, ice- 
cream making, canning, meat and poultry packing 
are among those which the deep freeze has 
transformed. In ice cream—a tidy billion-dollar in- 
dustry in itself—home freezers and the quick- 
freeze pocket of the new home refrigerators have 
brought on two new customs: winter buying and 


buying in bulk. One-fifth of all poultry—under 
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“What's In The Deep Freeze?” abbreviated* here from the 
June issue of HARPER'S, is an example of this magazine’s 
comprehensive and lively journalism about far-ranging 
developments in American action and thought. Better than 150,000 
exceedingly prosperous families thrive on it every month, Together 
with a dozen other adult articles, short stories, and reviews, 

it is part of a magazine whose ideas get discussed and make opinion 
vastly beyond its direct circulation. This notable ability of 
HARPER'S to get literate and thoughtful Americans to think 

and to talk, is a quality any perceptive advertiser can employ 

to move goods or ideas. 


* We'll be delighted to send you the complete issue. 


oo aa 
Jee ved 


the influence of the deep-frozen pack—is now 
eviscerated, cut up, packaged, and quick-frozen 
at the packing plant. 

A day is to come, evidently, when Americans 
may have to search a bit to see a whole chicken 
again. 
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ut perhaps frozen food’s most far-reach- 

ing influence on other industries shows 

itself in agriculture. A vast amount of 

vegetable and fruit growing today is totally con- 

ditioned by the demands of the deep freeze. A 

company like Birds Eye tests the vitamin quotient 

of the farm fields and specifies the right fertilizers 

and chemicals. Similarly, it orders what “strains” 

of a fruit or vegetable must be grown, because 
some freeze much better than others do. 

Peas have always been the biggest and fastest 
seller among frozen foods. Strawberries have 
ranked first of the fruits. But today a new product 
has the spotlight. This is concentrated frozen or- 
ange juice. Not that frozen orange juice had not 
already been tried. Eighteen California compan- 
ies were packing it in 1945, But their juice was 
natural strength, hard to defrost, bulky, and often 
of poor quality; and they had little success. 

Vacuum Foods started commercial production 
of this concentrated product in April 1946 and by 
December had made 90,000 gallons at its Florida 
plant. In September 1948 nation-wide rationing 
had to be introduced; a case-a-store-a-week only. 

The immense success of frozen orange juice is 
bringing other juices into popularity. Concentrat- 
ed fresh frozen grapefruit juice, tangerine, pine- 
apple, and Concord grape juice are already being 
test-marketed. Experiments also point to concen- 
trated frozen milk in the future—the bulk is re- 
duced two-thirds. Bricks of this milk are already 
being shipped from the West Coast to Alaska and 
the Army now uses it in the Canal Zone. 

Perhaps next will be one of the dozen or so 
exasperatingly common foods which the deep 
freeze still cannot freeze successfully. The tomato, 
the cucumber, the banana, the whole pear, the 
plum. Those, and lettuce and all its cousins, frozen 
foods have not yet conquered. 

But on the past and present performance of the 
fantastic industry we can expect any one of them 
tomorrow morning. 
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SPI Is Told 
How to Handle 
Buyers Market 


Cuicaco—The Society of the 
Plastics Industry meeting in Chi- 
cago May 26-27 drew about 500 
members, most of whom evinced 
Serious concern over the almost 
overnight shift from a lush sell- 
ers’ market to a very tight buyers’ 
market. 

A. R. Olsen of Hercules Powder 

Co. summed up the general feeling 
with his comment that most ex- 
perts had predicted a shortage of 
plastic materials for at least five 
years after the war, but “as we all 
know now, the experts were as 
wrong on plastics as the pollsters 
were on the recent election.” 
* Many of the members came to 
the meeting for ideas, plans and 
suggestions as to what they could 
do about it. Speakers on the pro- 
gram offered seven major solu- 
tions, including the maintenance of 
current markets, regaining lost 
markets, development of new mar- 
kets, intelligent cost cutting, better 
use of suppliers’ advertising and 
merchandising material, incentive 
pay for supervisors, and prompt 
correction of unprofitable opera- 
tions. 

Allen Fritzsche of the General 
Plastics Industry Co. scored the 
trend toward “indiscriminate cost 
and below cost bidding,” and said 
that if such a road is followed, “it 
will definitely lead to bankruptcy 
and possibly to the discredit of the 
entire plastic industry.” 


a S. M. Ballard of Gardner Adver- 
tising Agency concisely formulated 
methods for finding markets in a 
speech which could easily be 
adapted to many industries. Spe- 
cifically, he suggested a marketing 
plan which would: 

1. Intensively develop the local 
trading area, seeking new areas of 
application for the product; 

2. Specialize in one or two fields 
and do a rifle-type selling job 
throughout the U. S.; 

3. Insist that each salesman make 
at least three calls weekly on busi- 
nesses which have not previously 
been called on; 

4. Train someone in the com- 
pany to do an intensive reading- 


(Advertisement) 


C&O Vice President 


G. O. Beale has been appointed vice 
president, purchases, of the Chesa- 
peake & Ohio Railway Co. A reader 
of The Wall Street Journal for 10 
years, Mr. Beale is one of 23,509 other 
vice presidents in this daily audience 
of 223,541 businessmen. These people 
find this publication a most useful 
source of business information that 
helps them in their buying and other 
management problems. Get the most 
out of your advertising dollars by put- 
ting The Wall Street Journal at the 
head of your list. 


clipping job for market leads, pro- 
duct changes, and new market pos- 
sibilities in newspapers, trade pub- 
lications, shelter books, mail order 
catalogs and classified telephone 
directories; 

5. Establish promotional partner- 
ships with materials suppliers; 

6. Follow up thoroughly on every 
single inquiry which advertising 
produces; 

7. Merchandise all related adver- 
tising and product publicity; 

8. Keep tab on new and expand- 


ing local industries through the 
Chamber of Commerce; 

9. Compile sales portfolios with 
photos and testimonials on each 
job; 

10. Use window displays in 
stores, and hold open house for 
clubs and civic groups; 

11. Intensify informative label- 
ing; 

12. Survey, research and test all 
items thoroughly; 

13. Add a liberal dose of vigor- 
ous, intelligent, creative selling. 


Lane Joins Westinghouse 


William L. Lane, formerly man- 
ager of the industrial sales de- 
partment of Sears, Roebuck & Co., 
has joined the lamp division of 
Westinghouse Electric Corp. as a 
special sales representative. He 
will make his headquarters in Chi- 
cago. 


Olen Agency Moves Offices 


David Olen Advertising, Los An- 
geles, has moved its offices to the 
Wilshire Grand building, 1127 Wil- 
shire Blvd. 


Advertising Age, June 6, 19-9 
Johnston Joins Union Bag 


J. D. Johnston, formerly sales 
manager of W. Ralston Co. and 
Gaylord Container Corp., has 
joined the sales staff of Union Bag 
& Paper Corp., New York. He has 
been assigned to promote sales cf 
Union Bag’s Scutan waterprocf 
paper lines. 


Moves Branch Office 


Modern Railroads, Chicago, has 
moved its Cleveland office from 
912 Park building to 330 Bulkley 
building. 
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Advertising Age, June 6, 1949 


Miles Signs Massey, Tilton 


Curt Massey and Martha Tilton 
will be heard on CBS daily at 
5:45 p.m., EDT, under the spon- 

orship of Miles Laboratories, 
while Herb Shriner takes a short 
vacation. Time for the 15-minute 
program is bought through Wade 
Advertising Agency, Chicago. 


Robotham Resigns Account 

Edward W. Robotham & Co., 
Hartford, Conn., has resigned the 
Connecticut General Life Insur- 
ance Co, account. 


Kleinert Names MacAuley 


Virginia MacAuley, who has 
been handling publicity at I. B. 
Kleinert Rubber Co., New York, 
for the past year, has been ap- 
pointed advertising manager of the 
company, succeeding Caroline W. 
Kreuttner, resigned. 


Schrader Joins Creative 


Nelson Schrader, former director 
of radio and television of Grey 
Advertising, New York, has joined 
Creative Laboratories, Inc., New 
York, as a vice-president. 


FMA Promises Fight 
on AM-FM Repeats 


WASHINGTON—The FM Associa- 
tion issued notice last week that it 
will fight any plan to encourage 
increased duplication of AM radio 
programs on FM. 

William E. Ware, president, said 
full schedule duplication, advo- 
cated by FCC Chairman Wayne 
Cay, “would sound the death knell 
of FM.” 


Mr. Ware reported FM operators 
“almost unanimously” opposed to 
increased duplication. 


a Mr. Ware called attention to a 
letter of resignation which Edward 
C. Obrist, general manager of 
WPEN and WPEN-F\M, had written 
to the National Association of 
Broadcasters. 

In the letter, Mr. Obrist maim- 
tained that “few if any metropol- 
itan operators are interested in 


FM, since their big going concern 


Capper’s Farmer doesn’t publish what it 
imagines farm families want. It knows 


what they want! 


Capper’s Farmer field editors go from 


f the Big 


ADVAN TA G E 5 t 


0 


in America. 


farm to farm all year ’round ... talk with 
some 2,500 farm families...travel 
125,000 miles a year. 


Their shoes get pretty muddy— but their 
facts get very clear. First-hand facts on 
new farm developments—not theories 
tried only in a laboratory—but methods 
put to use and proved in action right here 
on the farm! 

This Farm-Tested Editorial Material is 
used to show Capper’s Farmer readers 
what others like themselves have found 
useful and practical. It earns for Capper’s 
Farmer a reader confidence unmatched in 
farm publishing! 

A big plus for advertisers, of course, 
yet it’s only one of the BIG 10 Capper’s 
Farmer advantages. ... 


2. 
the world. 


3. Best coverage buy. 
4. 


Quality circulation. 


No mass small-town 
circulation. 


CAPPER’S FARMER’S BIG TEN 


Largest rural publisher 


Richest farm market in 


Farm-tested editorial material. 


7. Reader confidence. 


8. 
content. 


Market dominated 
by farmers. 


Merchandised editorial 


Most quoted farm magazine. 


‘ 


only Cappers Farmer 


Topeka, Kansas 
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problems are AM problems.” 

Mr. Ware wrote Mr. Obrist: 
you are not interested in FM, how 
can you honestly operate WPEN- 
FM so that the best interests of 
the public are serviced?” 


“If 


Hermes Starts Drive 


Paillard Products, New York, 
is advertising in Time, typewriter 
and department store and adver- 
tising business papers, that Hermes 
portables are now available any- 
where. Previously the Swiss-made 
typewriter was sold exclusively 
through Macy’s department store 
in New York. Paillard Products 
also makes Bolex cameras. Roy S. 
Durstine, Inc., New York, is the 
agency. 


Arnold Elects Parker 


Wesby R. Parker, vice-president 
of General Foods Corp., in charge 
of the sales division, has been 
elected to the board of directors 
of Arnold Bakers, Inc., Port Ches- 
ter, N. Y. Mr. Parker joined Gen- 
eral Foods in 1944 as grocery 
product sales manager of Igle- 
heart Bros. 


Three Men Who | 
Must Say YES 


> Builder 
> Retail Lumber Dealer 
) Building Material Jobber 


You can reach and sell these 3 factors 
who control buying in Light Construc- 
tion in every trading center and trad- 
ing area through one publication — 
American Builder. 


Be Builder 

Buys your product from the Dealer. 
American Builder reaches more than 
50,000 builders. 


2. Retail Lumber Dealer 
Supplies the needs of the builders. 
He demands that the jobber stock his 
requirements. American Builder 
reaches 13,000 dealers who control 
85% of the total volume. 


3. Building Material Jobber 
He must be sold to stock your product 
for distribution to the retailer and on 
to the builder. American Builder 
reaches more than 900 executives and 
salesmen of the leading jobbers of the 
United States. 


There is no larger or stronger 
group of volume buyers at 
the strategic points of sale 
than American Builder's 


81,000 subscribers. 
AMERICAN BUILDER | 
CIRCULATION 9 


the largest and most comprehensive in 
the field of residential, commercial and 
farm building. 


Contractors, Builders 
(all classes) 52,518 

Lumber and Material 4 
Dealers, etc. 13,968 a 
Real Estate, Finance, a 
| Insurance 3,425 oe 
x Commercial & industrial Le 
| be Organizations 2,663 i 
All Others 8958 
| & Total 81532 | 
|e Note: American Builder circulation 97.4% in a4 


United States; 2.2% in Canada, 0.4% Foreign. 


AMERICAN 
BUILDER 


@ 30 Church Street, New York 7, N.Y. 
© 79 West Monroe Street, Chicago 3, Ill. @ 
A SIMMONS-BOARDMAN PUBLICATION 
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Scene One: Young couple pick furnishings Scene Two: Five years later. Same couple plus Scene Three: Tenth anniversary. And this family’s 


for dining alcove in honeymoon apartment. youngsters; bigger apartment to furnish. Lucky long-range furnishing plan is complete! Young home- 
They follow The American Home’s dollar- they heeded American Home’s advice: ‘Good makers will read the story, see its ideas brought to life 
stretching precept: “Buy basic pieces first.’’ open-stock furniture grows with your family.” in 123 leading department and furniture stores. 


. : . 


No “blue Mondays” for Mrs. Daily. American 
Home equipment and decorating editors teamed up 
to plan her new laundry, using every inch of space 
for latest labor-saving appliances, brightening drab 
walls with gay American Home patterns. Tempting 
suggestions for any American Home family. 


t. 2a: oe 


These are model children—at least for the few hours when American Home interviews 
and photographs them for its highly praised articles on child behavior and health by 
Dr. Samuel R. Berenberg, one of America’s outstanding pediatricians. Drug advertisers 
please note: the eighteenth of the series appears in this issue! 
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ro R-E-TFG FERS 


Again in June... American Home’s new dramatic presentation of 
“how to buy, what to buy” ideas makes it one of the most useful mag- 


azines for readers—makes it one of the most effective for advertisers, 
especially in these budget-tightening times. Be sure to see a copy. 


Here's our new technique . . . for adding extra 9 
food items to 2,600,000 shopping lists. American 
Home’s new ‘“food-focused” spreads in full color 
concentrate entirely on food—come “close up’”’ so 
you can practically taste the flavor, savor the aroma. 
Each dollar-stretching dish has its own recipe in 
American Home’s exclusive 3” x 5” file-card size. So 
American Home-makers clip and buy. Food adver- 
tising dollarsstretch, too, in these action-getting pages. 


eth? ° . | “It's a noisy world” 
It’s the most responsive audience bat & deat heed 
{ 
{ to be if your home has 


in the most responsive field!” the proper acoustical, \ 


insulating and buildi 

Some people glance at ads. Others read—and act. But how can you | produ py se p 
tell which kind of audience your advertising is reaching? Advertisers sales-stimulating arti- 
who coupon their ads know the answer. And here’s what they say Pty er ear aime, Staal 


about American Home .. . families—73% of 


whom own their own 


American Home has produced the greatest number of inquiries Deen 


of any home service magazine and at lowest inquiry cost.”’ { 
—an Iowa household product company 


“Last year we advertised in ten magazines. American Home | 
continually led the list for lowest cost per inquiry.” 
—an Ohio kitchen equipment manufacturer 


“We use only books in the home field—some four of them. 
American Home is first in lowest inquiry cost, being nearly 
twice as effective as our next best magazine.” | 


a 


—a California building materials advertiser 


Ask us for complete facts and figures on these and dozens of other 
American Home result stories—both advertising and editorial! 


Read and re-read by 2,600,000 families 
y with a consuming interest in their homes 


Riga da 
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Arkell & Smiths to Twiss 


The House of J. Hayden Twiss 
has been appointed to handle the 
advertising of Arkell & Smiths, 
Canajoharie, N. Y., manufacturer 
of multi-wall paper bags and sacks. 


‘House & Garden’ Ups Camph 


John A. Camph, on the sales 
staff, has been appointed western 
manager of House & Garden, pub- 
lished by Conde Nast Publica- 
tions, New York. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Same TV Story: 
Texaco’s Milton 
Leads Pulse List 


New YorkK—Milton Berle, Tex- 
aco’s versatile comedian, as usual 
heads the Pulse telereport, for 
May. Viewers in Chicago, Cincin- 
nati, New York, Philadelphia and 
Boston were covered in the study. 

The five-city favorites: 


Star Theater—Berle (Texaco), NBC ....67.1 
Coaeer's Talent Scouts (Lipton’ 8), 
ts ST a aac 
= Revue (Admiral), DuMont 
gaps dt Bact allt Re Ret Bit 54.8 
Godfrey and His Friends (Chester- 
A. > SSE are 48.5 
The Goldbergs (General Foods), CBS ..46.7 
Toast of the Town (Lincoln- Mercury), 


Multi-weekly leaders: 
Howdy Doody (Mason, Unique, Col- 


ES  —- 244 
Lucky Pup (Ipana, U. S. Rubber, 
SS. FR ae 17.6 
Small Fry (General Foods, Kolynos), 
AEE AES: - — SER 17. 
Kukla, Fran & Ollie (RCA Victor), 
EE ee ae 
Camel News Caravan, NBC ................... 12.1 


Average quarter hour sets-in-use 
ranged from 29.4 in Philadelphia 
to 24.3 in Cincinnati. 


Ackerman to Supervise 
TV Programs on Coast 
Harry S. Ackerman, vice-presi- 


7/dent and director of programs, 


Hollywood, for Columbia Broad- 
casting System, has been assigned 
as program director for television 
shows originating on the West 


Burnside Becomes Partner 


F. W. Burnside Jr., formerly 
with Norman D. Waters & Asso- 
ciates, New York, has joined 


4| Broomfield-Podmore Advertising, 


Trenton, N. J., which has been re- 


1 | organized as Broomfield-Podmore- 


Burnside. Leslie Broomfield is 
president; George R. Podmore, 
vice-president and treasurer, and 
Mr. Burnside, vice-president and 
secretary. 


Laws Rejoins ABC 


Robert F. Laws has rejoined 
American Broadcasting Co. as sales 
manager of its western division 
after having served as western 
television advertising manager of 
Philco Corp. for the past year. 


</ Artkraft® Manstecwering Corperetion CBS 

900 Kibby St., Lime, . U.S.A. | | Television Theater (Kraft), NBC .......... = ment was prompted by future 
315| Plans for telecasts originating in 
30.9 


“Tredemerts fog U 5 fer OF 


OE 44.1 |Coast. The network said the assign- 


Boxing (Gillette), NBC oo........ccccccccceseeeees 
Fred Waring (General Electric), CBS .. 
Suspense (Auto-Lite), CBS 


California. 


When Mr. Laws left the network 
he was sales promotion, advertis- 
ing and publicity manager of Sta- 
tion KGO, San Francisco. 


Contents Of “The SEVENTEEN 
STEPS To Resultful Direct-Mail 
Advertising” 


Uses of Direct-Mail. 
. Planning and timing. 
Selecting the market. 
. Testing procedures. 
Copy: Letters, etc. 
Copy: Folders, etc. 
Layout and design. 
. Processing the letter. 

9. Printing the literature. 
10. Self-mailers. 

11. Addressing methods. 
12. Tricks and gadgets. 

13. Analysing the returns. 
14. Record-keeping systems. 
15. Major postal regulations. 
16. Direct-Mail in research. 
17. Institutional mailings. 


enNeVaena 
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CIRCULATION ASSOCIATES, 1745 Broadway, New York 19, N. Y. 


Send me “THE SEVENTEEN STEPS TO RESULTFUL DIRECT-MAIL AD- 
VERTISING” with special file cabinet and supplementary material as 


w 
' 


In more than a decade of complete Direct- 
Mail production and list-management 
service for many of the country’s largest 
and most successful users, CIRCULATION 
ASSOCIATES has developed an unparal- 
leled knowledge of methods, procedures 
and devices for handling every step of a 
Direct-Mail campaign. 

Now we have codified and classified this 
knowledge into “THE SEVENTEEN 
STEPS To Resultful Direct-Mail Adver- 
tising”...a complete PRACTICAL course 
in Direct-Mail techniques and procedures 
in convenient desk-file form. 


AN INDISPENSABLE MANUAL 


Direct-Mail users who have seen the 
course have called it an indispensable 
“work-bench” manual of TESTED meth- 
ods of daily value in the planning and 
production of Direct-Mail EVERY STEP 
OF THE WAY from the first concept of 
a mailing piece or Direct-Mail campaign 
to the final analysis of returns! 
In addition to the authoritative discussions 
of every phase of Direct-Mail procedure 
.. lists, copy, reproduction methods, lay- 
out, artwork, letter-shop operations and 
eleven other major factors . . . the course 
will include a profusion of actual samples 
of currently successful Direct-Mail to- 
gether with such indispensable working- 
tools as production, scheduling and result 
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: offered in your advertisement, at a cost of $7.50 complete. 
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Now Available To 
Direct-Mail Users 


THE 


SEVENTEEN 


STEPS 


To Resultful 
Direct-Mail 
Advertising 


record-forms, paper samples, color charts, 
trick folds, “gadgets” and other “show- 
manship” methods and maferials. 
ATTRACTIVE DESK-FILE CABINET INCLUDED 
To keep the course conveniently at hand 
for immediate reference we have designed 
a special desk-top filing cabinet to accom- 
modate not only the 17 sections of the 
course but any collateral material you 
may add to build up your own current- 
reference file of resultful Direct-Mail. 
The seventeen sections of the course will 
come to you at intervals of three weeks, 
each complete with all of the data and 
samples pertaining to that section. At the 
conclusion of the series you will have a 
comprehensive and UP-TO-THE-SPLIT- 
SECOND manual of Direct-Mail proce- 
dure that will find DAILY application in 
the preparation of ALL your Direct-Mail 
advertising. 

TO DEFRAY PRODUCTION COSTS IN PART 


Many thousands of hours of effort have 
gone into assembling the material for 
“THE SEVENTEEN STEPS” and many 
thousands of dollars into its preparation. 
To meet this expense, in part, the com- 
plete project .. . specially designed file, 
specially prepared “lectures,” samples and 
reference material . . . is being offered to 
Direct-Mail users at the token cost of 
$7.50 for the complete course. 


What is more, the full purchase price will be refunded at 
ANY TIME and without question to anyone who fails to 
find “THE SEVENTEEN STEPS” an indispensable aid 
in the preparation of more RESULTFUL Direct - Mail. 
Return the coupon today and the file cabinet, sample ma- 
terial, and Section 1 of the course itself will be forwarded 
to you immediately! 


CIRCULATION ASSOCIATES 


Direct-Mail Suppliers + List 
_ * Triple-Head Mattigranta 
rinting + Addressing + Mai 


1745 Broadway * NEW YORK 19, N. Y, 


Compilation ~~~ yoo a= 
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Advertising Age, June 6, 19-9 


McGraw-Hill Ads 
Stir Up Debate 
on Economics 


New YorK—Nearly 45,000 copies 
of a booklet entitled ‘Look at So- 
cialism,’ comprising two recent 
McGraw-Hill newspaper ads with 
controversial letters commenting 
on them by Walter P. Reuther, 
president, U.A.W. (CIO) and Rep. 
Wright Patman (D., Texas) togeth- 
er with replies by James H. Mc- 
Graw Jr., McGraw-Hill president, 
are being mailed to top-flight in- 
dustrial leaders throughout the 
country by McGraw-Hill Publish- 
ing Co. 

The ads appeared in the Cleve- 
land Plain Dealer, Washington 
Post, Chicago Tribune, Philadel- 
phia Bulletin, Pittsburgh Post-Ga- 
zette and the New York Times on 
March 21 and May 2, and the 
Reuther letter was published in 
the Cleveland Plain Dealer a few 
days later. Rep. Patman issued a 
statement attacking the McGraw- 
Hill figures on Russia. 


ws The first ad, headed “The elec- 
tion of Nov. 2, 1948 gave no man- 
date for socialism,” criticized the 
administration’s proposal to have 
the government undertake expan- 
sion of the steel industry, and 
concluded with the statement that 
“before socialism or any other 
‘ism’ is imposed upon us from 
above, the people should know the 
facts.” 

Mr. Reuther took exception to 
the ad, declaring that “every new 
proposal to safeguard or advance 
the welfare of the people has had 
the label of socialism pinned upon 
it.” For the next five years, Mr. 
Reuther stated, manufacturers plan 
to expand capacity 13%, but steel 
only 3%. He charged that mon- 
opolies desire to keep supplies 
scarce. 

To this Mr. McGraw replied that 
a dollar invested in industry by 
the government has a destructive 
effect upon private initiative and 
private investment, as it carries the 
threat of government dictation or 
outright nationalization. 


a The second McGraw-Hill adver- 
tisement urged the 81st Congress 
to “halt the administration’s so- 
cialist program,” and cited figures 
in support of its contention that 
Russia is spending 21% of its na- 
tional income on new capital 
equipment and public works as 
compared with 12% by the United 
States. 

Rep. Patman contradicted these 
figures and stated that by 1950 
Russian steel capacity will only 
equal this country’s steel capacity 
for 1913. In addition, Mr. Patman 
insisted, the trend toward monop- 
olistic practices in this country 's 
retarding the growth of small bus!- 
ness... 

To this Mr. McGraw replied thet 
the record shows that small com- 
panies need to plow back their 
earnings even more urgently than 
big companies, but that they can- 
not do this because the government 
is now taxing away profits an‘! 
requiring excessive distribution i) 
dividends, which are likewise sub - 
ject to taxation. 


Burghardt Joins ‘Review’ 

Robert A. Burghardt, for the pas’ 
18 years with Theatre Arts Maga- 
zine, New York, has joined the 
advertising sales staff of Th’ 
Saturday Review of Literatur, 
New York. 


KMON Joins ABC 

KMON, Great Falls, Mont., wi ! 
affiliate with American Broac- 
casting Co. as of Oct. 1. The 5,000- 
watt station operates full time. Th's 


is the 275th AM station to joi. 
ABC. 
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HAT’S what it cost to create the magazine which 
; pais the respect and interest of the 
leaders in U. S. science — the research scientists, the 
engineers and the top administrators of industry 
and the public services. 

The new SCIENTIFIC AMERICAN is the first maga- 
zine of science in the Age of Science—the first 
magazine to cover the principal developments in 
every department of research and engineering. In 
one year it has won recognition as the editorial 
leader among all of the 2,938 trade, engineering 
and research journals that make up the nation’s 


technical press. 


N FW SCIENTIFIC 
ise AMERICAN 


CIRCULATION BREAKDOWN 


SCIENTIFIC AMERICAN 


As of May 15, 1949 


' Approx. 
Classification Number % of Total 

Engineers, 

Industrial & Basic Research 25,274 31% 
Executives 17,937 22% 
Medical and Medical Research 8,153 10% 
Students (Technical) 4,126 5% 
Science Teachers 4,053 5% | 
Legal, . 

Military and Other Professions 5,707 7% 
Libraries 

(Corporate, University & Public) 4,892 6% 
Miscellaneous 5,002 6% 
Unclassified 6,522 8% 

Total:— 81,666 100% ' 


Wherever you meet the foremost minds of 


American science — in Oak Ridge, Los Alamos and 
Hanford, in Schenectady, Corning and Rochester, 
in Toledo, Akron and Dayton, 
in Detroit, Flint and South 
Bend, in Wilmington, Mid- 
land and Charleston, in 

Gary, Cleveland and Pitts- 
burgh, in Cambridge, 


Evanston and Berkeley— 


TELL YOUR STORY TO THE 
SCIENTIFIC AMERICANS IN 


there you will find the 


readers of the new 


THE PAGES WHERE THEY 
SCIENTIFIC AMERICAN. 


LOOK FOR NEW IDEAS! 


Sul Pi ee a Of eas ne Sea “ae Ye ty te ba eis . \ ma esd ") = aa Re nt TT a ee ee Eau J poe ae ee eee eee a ae 
ol ES kee) cane x i ' Ser ye oN Ree r as ni et am a2 oe ! ee Bars ne <p oe pas eg ae ‘ A A et ee Se a Sea 
Se ee ee i ee a Nig . Oe Dee SO see ta Ma A od a Ta ae . tt a é bee ae Se ee Sia at ie ~ fe ' ¥ 3 eee 
Se oe ee eae . oe: ‘lity ee eae ae 5 et . em a Xe aL ue ee ee, 
. . bi tae ea Te 
- 
pe ; 
Moe as 
co, 
6, 19«9 - ee = 
. a5 nd 
ids : 
’ d | ee 
aa 
es. . : 
a ' 7 ey ° . i? 
3 ; i : Phi. 
4 = . - y me 
Bs wee 2 ae en EE nas, ee a ae ee ’ Ss el 
F ow a oe a ee eae ete. ion i aati By *, Te Ie eh he a 
° il A ‘ a Phe : te s eid Wee, oe , iS oes a 4 + J Prt 
- 2 Ss Re Tie. _ es ae tee Re : a) ina rs 3 Fn Pee ors, ae ae er es 
" + oe. So ee ee = ae = Hees 9 vc Naa etal ‘4 
a : ee , ey . ee oy: ileauaes ies 
aes ae ies : ee ie goes SN are 
eee ee ect oo ST Ss a a 4 
. ne 2 Kae 
o Lae ae 5 iia : 
= ee ee 4 a 
ud ee : ee 
re f A fem 
“ef ,, ae z ee 
Sy eae. i Ms ae 
: at ee : a sof 
ps ape i er h Sy a Pe 
5 oi gs. 5 ea — " 
= : : i "4 Ai aga Eat 
3 Mie ae ‘ ae he ie ee), 
‘ : : ee Ors 
PE i ¥ aes ‘ : 
tases het. a ee : Ree: ee ee Lee Spares 
Ca ti hae = iy N eager, 3 see ER Sieg bg DRS 21, illais eee re i 
p a * we sae Se oS: as : Fs. Sig he ee a hoe ge ai 
ee i Sek <r ice F - Mig tS. ig a ae 
De eee a eee eee 4 ; Lo Sr age ae etter A. Ale ie 
ie oe ae Pee. Ss ae ; ‘ ’ fb incy a <7 Se SEM ge dis 
i ee i eee a A ES ot * a eo yi. ee ae Se a ; 
Tee Salen gee oS Rk 
are ne ee © \oieaeg Cie eas: oS Sa 4, A eae a a i 
Yeh I Sa a be Regt oo ae See 2 cg ge 
fed eet e Sle Mr ene ts. - 
ae id e aes 2 tee 
A eee . Rte | A 
B gee: Bh 6 iy. iE ae 
_ r : ? — oe ee 
eS ‘y E - e ae % md 
iB See. 
i hae Sa . & ers. 
5 Re bog % a ' a all 
ete er Ee the te ee : iM } a 
Pe eR ee ay ee ore ee << oF egal ee seo . 
as Be ES ie vee Teta Se ee *Y yea ae 
eee es el eee ie ae ae : rer 
a ait gla nea lis et ae ee : Rn cas Saat. aa coe DG roy 
PRR ee <a A en 
CS oe ee ee Bites i es ae ee ere ec no 2 : 
: f tot Se ‘ ae) ee i ee ee ee eS Sei Weal ak ore ee a. Kae 
ae ila eile aa En ; oe Tia ae ES é ; FON es ee aoe ae ‘ 
ee : a ae Pie ew ae cea eee rd mere ee eR oa . as 
% : PP ear, - - , ee = Ley ye : SE he eal, Meee Hy Ei 
b= . Mey ¢ pdt 5 2 ye See ee ae ee ait = ag 
ous, 5 : Bie ite 2 ray a ea eed ep eee hat fice SOR eo te es 
‘ : 7 Der a ty ime edi. "Dido 1% ae ee eth As es oa ar ee ay 
wr page eee ee - . oc Seige : 
Se eS Titi Piss a 
“ | i gp Sa : A com 
. aa eee ee 
cm eee S: - 
5 
: 
: 6 
. 5 
’ a 
é a 
a * 
ae. e _ a 
: z Se 
eo ee 
s 2 us 
ae ¥ By 
ee a eae 
3 3 ee a 
‘ ~ ” ‘a is a a a 
— , ee 
” “1.3 <7 —<— » ” " Aes 
“ K : ia 
Po 4 ih 
a ee i see 
Rae. 4 ae 
‘ & ar 
Po ie : 
eae zh 
$ x = : 
7 = a = iy ae 
Po - t 
+ ty 
- & 7 
gh s of : 
Po 7 eee, " ‘id j 
° 4 : 
ee ee : 
‘ / 
: Bat _ a 
°. . , 5 ¢ , 
% oo ~ tq 
Ss vp : . —_ , ~ 
Bes: - ee . i 
Ei siihe of i er he: 6 
( ee < , 
. < %. A » 
Row a ie 
hs ae — 
oe ie 
“7 we 
, . eee 
ae 
a 
CES ER Sf eR io Bae bl on pier oho was Sh Go ako Raa \ ge or raeates area ee as ape Gaeta hee eee Wee ree tan ae Mealy ene, wet ener es “Pee : : age ast nigeon od ee ; sah eee 
; ; fe ins : vai ei eae ee eer eet ne a eee sea ng Ne CR a tee he ee et eet ey ota ar dee wR MT ey ot =! 
i ee eines ate SESE CSE is SR Se es ee 


a 


Don Lee Signs Lewis Food; 
Appoints Glett V.P. of TV 


Lewis Food Co., Los Angeles, 
for Dr. Ross dog food, has signed 
to sponsor “Hopalong Cassidy” on 
the full Don Lee network of 45 
stations for 52 weeks. The AM 
show was revived as a result of its 
television success. Rockett Laurit- 
zen, Los Angeles, is the agency. 

Charles L. Glett has been named 
vice-president in charge of tele- 
vision of Don Lee, effective June 8. 


Two Resign WLWT Posts 


Milton F. Allison, sales manager 
of television station WLWT, Cin- 
cinnati, and Walter F. Callahan, 
assistant to the vice-president of 
the station, have resigned. 


‘Daily Compass’ Is 
Already in Black, 
Thackrey Reports 


New YorK—The Daily Compass, 
new morning tabloid, was operat- 
ing in the black at the end of two 
weeks’ publication, according to 
Ted O. Thackrey, editor and pub- 
lisher. 

Mr. Thackrey, former co-pub- 
lisher and editor of the New York 
Post, made the revelation during 
a guest appearance on “Meet the 
Press” on NBC-TV. He put the 
Compass’ circulation at 60,000. 

Calling a questioner’s estimate 
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of 26 inches for that day’s adver- 
tising in his paper probably a bit 
high, the publisher did not indi- 
cate how the Compass was able to 
get out of the red so soon. How- 
ever, he did say: 

“We are operating on a budget 
which is less than the deficits of 
most of the failing newspapers in 
the area.” 

When asked what course the 
paper intended to follow in com- 
petition with two very successful 
morning tabloids, Mr. Thackrey 
stated: 

“We will compete by not dis- 
torting. Maybe we can startle peo- 
ple into buying the paper. It’s fre- 
quently sensational to print just 
the facts.” 


Opens Representative Firm 


Jerome J. Brookman, former 
sales manager of Tele Tech and 
Electronic Industries, New York, 
has opened a publishers’ repre- 
sentative office at 15 Park Row, 
New York. He has been appointed 
eastern representative of Volt Age. 


Cincinnati's Ford 
Dealers Hike Sales 
with Co-op Series 


CINCINNATI—With their used car 
sales far ahead of last year’s lev- 
els, the Ford Dealers of Greater 
Cincinnati plan to continue at 
least through early summer a series 
of full-page cooperative ads in the 
classified pages of all Cincinnati 
newspapers. 

The dealers, who previously co- 
operated in a series of direct mail 
pieces featuring service to Ford 
owners, decided on the newspaper 
campaign partly because of a 
shortage of new cars to sell and 
partly because of the dominant ad- 
vertising of used car “specialists.” 

Competing car dealers have not 
remained idle, however. Some have 
effected price cuts. One neighbor- 
hood group also has started coop- 
erative newspaper advertising; an- 
other group of car dealers has 
started running “one super-spe- 


HOW TO GET 


more, circulation 


INTERESTED 


**How can we influence the greatest number of the right 
prospects per advertising dollar?” That’s the big question 
right now among advertisers and their agencies. In general, 
there’s no one right answer because objectives and strategies 
vary with every market and every product. 

BUT when it comes to reminder advertising at the point 
of sale, there’s no question at all. One medium stands out — 
that gives you more interested circulation per dollar. 

You've guessed it. It’s a Telechron Ad Clock, first choice 
of some of the largest mass-market advertisers. No wonder 
it gets such heavy interested circulation where your product 
is bought. All shoppers are clock-watchers. Their action is 
impulsive. So is their reaction when they see your product 
name, slogan or trade-mark on the clock’s face. That means 
sales for you. 

Yes, the nature of an ad clock gets you maximum inter- 
ested circulation. And the nature of a Telechron Ad Clock 
stretches this tested advertising value over many years. The 
cost is low . . . and you can liquidate even that by a special 
deal, as many do. The coupon will bring you the facts. 
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I'm interested. Tell me more about: 
LARGE AD CLOCKG............ Iuminated............ Non-llluminated 
SMALLER AD CLOCKS for use in displays or dispensers 
PROMOTION CLOCKS with plaque or special dial 

PRODUCT REPLICA CLOCKS 


Approx. Quontity..........c.cccsecsseereees 250 minimum on Ad and Promotion Clocks 
500 minimum on Replica Clocks 
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cial” from each member dealer in 
a cooperative ad, and others have 
increased the size of their news- 
paper space and their radio and 
television schedules. 

By combining low prices and , 
“Fair Deal” appeal, the Ford dea!- 
ers enjoyed a group increase ) 
used car sales of 141% in Marc), 
1949, over March, 1948, and a 73°; 
increase over the preceding mont». 
April, 1949, showed a 112% in- 
crease over the same month last 
year, despite a bad Easter week 
May sales promised to outstrip 
both May, 1948, and April, 1949 
During these same months, lead- 
ing competitors are said to have 
shown only slight increases or 
slight losses. 


@ The Ford dealers set up an ac- 
vertising committee under the 
leadership of J. K. Lester, Cin- 
cinnati Ford district manager, and 
M. L. Hill, his assistant, who 
launched a contest for a used car 
slogan. More than 200 were turned 
in by used car managers and sales- 
men. The winning suggestion was 
used in this slogan: “You'll Get 
a Fair Deal from Your Ford Deal- 
er.” 

A large “F D” flanked by “Fair 
Deal” and “Ford Dealer” was in- 
corporated in the characteristic 
“Ford Oval” and imprinted in 
blue on 3” adhesive-type stickers, 
which were placed on the wind- 
shields of all used cars on Ford 
dealer open sales lots. Many deal- 
ers also had the emblems painted 
on overhead car lot signs. 

Newspaper copy employs a ban- 
ner headline featuring values, and 
the largest dealers insert their 
own varying sized ads to make up 
a full page. A secondary slogan, 
“Every Ford Dealer Takes Pride 
in the Cars He Sells,” footnotes 
the page. . 

Associated Advertising Agency 
handles the cooperative campaign. 


DENVER CAR DEALER 
USES ONE-CENT SALE 


DENVER—The used car market 
here has blossomed out with a 
one-cent sale offered by Elwood 
Edwards Auto Sales, Hudson deal- 
er. 

Newspaper space, headlined 
“Buy a Car for Only 1¢,” offers 
the prospect a chance to get a 
“new Hudson or a good used car 
plus a good fishing car for only 
l¢ additional!” Standard new Hud- 
sons and used cars are being sold 
at regular market prices with 
‘“junkers” or “fishing cars’ thrown 
in at a penny extra. Increased vol- 
ume makes the bargains possible, 
Edwards explains. 

The offer is being used in con- 
junction with a daily series of 
coupon ads on sports pages of the 
Rocky Mountain News and Denver 
Post. The coupon, worth $25 on the 
purchase of any used car on the 
Edwards lot, ties in with a classi- 
fied page insertion offering pro- 
spective buyers a $25 “reward” 
and referring them to the coupon 
copy. 

W- W. MacGruder, Inc., handles 
the account. 


’A Life in Your Hands’ Is 
Raleigh's Summer Replacement 


“A Life in Your Hands,” a new 
mystery series, will be heard 
Tuesday at 10:30 p.m., EDT, over 
NBC starting June 7, as Brown & 
Williamson Tobacco Corp.’s sum- 
mer offering. 

Art Linkletter and “People Are 
Funny” will return Sept. 20 after 
a short vacation. Russel M. Seeds 
Co., Chicago, is the agency. 


Sisson Joins Ayer 


Edgar G. Sisson Jr. has re- 
signed as vice-president and direc - 
tor of radio for Pedlar & Ryan 1) 
become director of radio and tele- 
vision programming for N. V. 
Ayer & Son, Philadelphia. He wi | 
supervise the creation of broad- 
casts and telecasts for the agenc:, 
pores out of the New York of- 
ice. 
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— trial North and East. rirst 3 MARKETS GROUP delivers a heavily con- 
= centrated TOTAL CIRCULATION of over 7,100,000 which includes an 
=e average family coverage of 78% in the compact metropolitan areas 
of New York, Chicago and Philadelphia—areas in which it is “most 
profitable to do business.” 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 
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Maclean-Hunter Changes 


Setup of Two Publications 

Effective with the June, 1949, 
issue, Maclean-Hunter Publishing 
Co., Toronto, will change the name 
of Canadian Trade Abroad to Can- 
adian Trade Abroad—Consumer 
Products Edition. Industrial Pro- 
gress has been changed to Can- 
adian Trade Abroad—Industrial 
Edition, effective with the May 
issue. Previously, the two publi- 
cations had been published as com- 
panion export papers. Now there 
will be 12 issues of Canadian Trade 
Abroad published in two editions 
—six issues each on alternate 
months. 

The advertisi 
page one time w 


rate for one 
be increased to 


$200. The new rates become ef- 
fective with the July issue of Can- 
adian Trade Abroad—Industrial 
Edition and the August issue of 
Consumer Products Edition. 


Telecraft Films to Kaplan 


Ben Kaplan, Providence, R. L., 
has been appointed to handle the 
advertising of Telecraft Films, Inc., 
Providence, producer of films for 
television. Trade publications will 
be used. 


Coro to Hirshon-Gartield 


Coro, Inc., New York, costume 
jewelry, has appointed Hirshon- 
Garfield, New York, to handle its 
advertising. 


Transit Radio Has 
325 Sponsors; Ten 
Stations Operating 


Cuicaco—The number of adver- 
tisers using Transit Radio has in- 
creased from 145 in February to 
325 as of May 1, according to Frank 
E. Pellegrin, vice-president in 
charge of sales. 

There are ten stations now op- 
erating commercially. They are lo- 
cated in St. Louis, Washington, 
Cincinnati, Houston, Tacoma, Des 
Moines, Huntington, W. Va., To- 
peka, Wilkes-Barre, Pa., and Brad- 
bury Heights, Md. New outlets, 
scheduled to begin commercial op- 
erations in the immediate future, 
are located in Worcester, Mass., 
Evansville, Allentown-Bethlehem, 
Kansas City, Mo., and Baltimore. 

Companies listed in the compila- 
tion just released include those in 
the automotive, appliance, furni- 
ture, amusement, beverage, cloth- 


ing, drug, financial, hardware, 
hotel, laundry, jewelry and other 
fields. A large number of the spon- 
sors listed are retailers. 


Swift & Co., Household Finance | j 


Corp., Esquire Publications, F. W. 
Fitch Co. (just purchased by 
Grove Laboratories), and Brewing 
Corp. of America (Carling’s ale) 
are among the national advertisers 
using the medium on an experi- 
mental basis. 


KMOX Appoints Henry 


Kilbourne A. Henry has been ap- 
pointed director of public affairs 
of Station KMOX, St. Louis. He 
will handle public relations for 
the station and will supervise its 
farm, religious and educational 
programs and activities. 


Brennan Opens Sales Office 


Jack Brennan, former sales man- 
ager of Bourjois, Inc., and Barbara 
Gould, Inc., has formed his own 
sales organization at 341 Madison 
Ave., New York. He will specialize 
in chain store merchandising. 


CLASSIFICATIONS 
of 1948 winners 


" the 21st annual 


IRECT MAIL 
DVERTISING 
CONTEST 


Airlines 
Art Gallery 
Art Services 
Associations: 
Agriculture, 
General, 
Industrial 
Automotive: 
Truck, 
Passenger 
anks 
Beverages 
Building Material 
Business Services 
Chemicals 
Community 
Development 
Construction 
Equipment 
Creative 
Printing 
Department Store 
Display 
Advertising 
Educational 
Electrical Equip. 
Envelope Mfr. 
Financial 
Food Products 
Food Service 
Equipment 
Funeral Supplies 
Furniture Mfr. 
Government 
Services 
Heating, 
Ventilating 
Home 
Furnishings 
Hotels and 
Resorts 
Industrial Equip. 
Industrial 
Supplies 
Industrial 
Instruments 
Insurance: 
Life, Fire, 
Casualty 
Investment 
Services 
Jewelry 
Leather Goods 


Machinery and 
ools 
Machinery: Farm 
Medical and 
Dental Equip, 
Metals, Metal 
Products 
Motion Pictures 
Newspapers 
Novelties 
Office Equipment 
Packaging 
Paint 
Paper Mfr. 
Personal Products 
Personal Services 
Petroleum 
Pharmaceuticals 
Photo-Engraving 
Photographic 
Equipment 
Plastics 
Printed 
Specialties 
Printing Equip. 
Public Utility 
Publications: 
General, 
Business, 
Farm, Trade 
Radio Networks 
Radio Stations, 
Local 
Real Estate 
Retailer 
Retail Credit 
Store 
Rubber Products 
Safety Equip. 
Silverware 
Social Welfare 
Sports Equip. 
Syndicated 
Advertising 
Textiles 
Watches and 
Clocks 
Wearing Apparel 
Wearing Apparel 
Accessories 
Women's 
Apparel, Mfr. 


Open to all users of direct mail and mail 
order advertising. No restrictions on size, 
type, purpose or classification. Membership in 
DMAA is not a requisite. 


You are invited to enter this year’s com- 
petition for a Best-of-Industry Award and 
national recognition. Your entry may be small, 
simple, large or elaborate; size of company or 
budget will have no influence. Winners will be 
selected for their overall effectiveness. 


Rules are simple. Entries must be of mate- 
rial produced between September Ist, 1948 and 
August 3ist, 1949. Other requirements are 
procedural, full details of which will be fur- 
nished when you send for entry blank. 


Contest closes September Ist, 1949; winners 
to be announced September 21st. 


Sponsored by the 


DIRECT MAIL 
ADVERTISING 
ASSOCIATION 


" AWARDS 
Best of Industry Award 


The outstanding campaign in each 
classification will be selected for this 
award; winners will receive the prized 
DMAA Certificate signifying the 
campaign's excellence. 


Merit Award 
Other distinctive campaigns deserving 
honorable mention wiH receive the 
Merit Award of Achievement. 


Special Certificate Award 
Producers playing an important role 
' in the production of winners will be 
awarded this special recognition, 


Extra Recognition will be given 

all winners via year-round exhibition 
® throughout the U. 
' local Advertising Clubs, 

Forums, and leading universities—in- 

cluding widespread publicity resulting 
' from this activity. 


JUDGING will be by recognized spe- 
be cialists in direct mail and mail order 
‘ advertising. Their decisions are final. 


8. and Canada in 
Direct Mail 


Please send us entry forms and complete instructions for entering the 


2ist annual Direct Mail Advertising Contest. 


Send for details 
and entry blank 


Direct Mail Advertising Contest Committee, DMAA 
17 East 42nd Street, New York 17, N. Y. 


WINNERS TO BE ANNOUNCED AND AWARDS MADE AT DMAA CONVENTION, SEPTEMBER 21 TO 23, CONGRESS HOTEL, CHICAGO 


June 6-7. American Marketin z 
Association, mid-year conferenc: , 
Sheraton Hotel, St. Louis. 

June 12-15. National Industriz| 
Advertisers Association, 27th an- 


nual conference, Hotel 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plazz, 
Cincinnati. 

June 23. National Association of 
Magazine Publishers, spring meet - 
ing, Westchester Country Club, 
Rye, N. Y. 

June 26-29. Newspaper Adver- 
tising Executives Association, sum- 
mer meeting, Hotel Roosevelt, New 
Orleans. 

June 26-30. Advertising Asso- 
ciation of the West, 46th annua! 
convention, Hotel Vancouver, Van- 
couver, B. C. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 12-13. National Association 
of Magazine Publishers, 30th an- 
nual meeting, Essex and Sussex, 
Spring Lake Beach, N. J. 

Sept. 17-20. Mail Advertising 
Service Association International 
convention, Congress Hotel, Chi- 
cago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 10-11. Boston Conference 
on Distribution, Hotel Statler, Bos- 
ton. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 18-19. Agricultural Publish- 
ers Association, annual meeting, 
Chicago Athletic Association, Chi- 
cago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 
tel, Chicago. 

Oct. 20-21. Audit Bureau of 
Circulations, annual meeting, 
Drake Hotel, Chicago. 

Nov. 13-17. Printing Industry of 
America, 63rd annual convention, 
Biltmore Hotel, Los Angeles. 


Statler, 


Ford Drops Radio 
in Favor of Television 


Ford Motor Co., Detroit, is giv- 
ing up the radio version of the 
Ford Theater to concentrate on 
telecasts of the Ford Theater. The 
broadcasts, now heard Fridays on 
CBS, will be discontinued July 1. 
The television drama, currently 
a monthly CBS-TV feature, will 
go semi-monthly in October—and 
perhaps weekly by 1950. Kenyon 
& Eckhardt, New York, handles 
both shows. 


Kudner Names Coughlin 
and Burns to Radio-TV Statt 


Alfred A. Coughlin and Frank 
Burns have joined Kudner Agency, 
New York, as producer-directors 
in the radio-televisien department. 
Mr.- Coughlin previously pro- 
duced “Your Hit Parade.” With 
NBC for several years, Mr. Burns 
was technical operations director 
on Texaco, Admiral, Kraft and 
other programs. 


Names Taggart & Young 


MacManus, John & Adams, De- 
troit, has named Taggart & Young, 
Los Angeles agency, to handle 
public relations for both the Los 
Angeles zone of Pontiac division 
and the Los Angeles branch of 
Cadillac division. Advertising for 
the Pontiac and Cadillac divisions 
is handled by MacManus, John & 
Adams. 


‘Glass Packer’ Names Wood 


Paul T. Wood, formerly on the 
national advertising staff of the 
New York Herald Tribune, and 
regional manager of Food Topics, 
has been named advertising man- 
ager of Glass Packer, published by 


Ogden Publishing Co., New York. 
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Odd chap, Georgie, but sometimes— 
frankly—we find an advertiser who seems 
a bit eccentric too. 


We mean the kind who claims he wants 
to court the girls—then misses out when 
the best of feminine New York makes it- 
self available in a highly receptive mood. 


Every day the women most interested 
in the state of their wardrobes and pantry 
shelves turn—quite logically—to the news- 
paper that gives them more news of food 
and fashion than any other in New York. 


Such women are among the most de- 
sirable in the nation. Not ones merely to 
ogle the better life, they represent New 
York’s best in their ability to buy.* 


pe yz 
a 
s 


M 


Wherever the steady-profit portion of 
the New York market lives, the Herald 
Tribune will be found. Between suburbs 
and city, the H T has a 47%-53% circu- 
lation split, almost exactly paralleling the 
retail sales split in the metropolitan area. 

Yes, if it’s the best you covet—the 
women who set the fashion for others— 
your courtship is sure to end happily with 


the Herald Tribune’s help. 


% No wonder that last year the 
H T carried more department store dress 
advertising than ever before, climaxing 11 
years as one of New York's two top papers 


in the field. 


NEW 


Herald <i 


Get the BEST 
... and youll 


get the profit... 
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finer things of life—and the leisure and 
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Indiana Standard’s 
Summer Promotion 
Will Plug Travel 


Cuicaco—Midwestern vacation 
spots will be featured in (Indiana) 
Standard Oil Co.’s summer adver- 
tising drive. 

A series of six advertisements, 
ranging from 336 to 1,175 lines, 
will run in a total of 1,140 weeklies 
and 541 dailies located in the 15 
midwestern states where the com- 
pany operates, between June 1 
and August 17. 

Each of the six ads will describe 
three travel spots, illustrated with 
large pen-and-ink, cartoon-style 
art work. The upper corner of the 
ads will use columnist-style com- 
mentary on the freedom to travel, 
and the remainder of the copy 
will be devoted to Standard Oil 
dealers’ tourist information service 
and Standard products. 

A supplementary newspaper 
schedule ran prior to Memorial 
Day and will also run before July 
4th and Labor Day weekends, in- 
viting holiday travel and promot- 
ing Standard products and serv- 
ices. 

A radio schedule of 147 news- 
casts and sports programs over 
24 stations also will play up the 
personalized tourist information 
offered by the company’s dealers. 
Four monthly 24-sheet posters on 
about 3,400 boards, plus three 
monthly curb signs, window dis- 
plays, handout pieces and mail- 
ing pieces, also will be used. 

As a special feature of the pro- 
motion, Standard will supply deal- 
ers with a travel kit consisting of 
a 24-page travel record book and 
three V-mail type letters. 

McCann-Erickson, Inc., handles 
the account. 


BBDO Transfers Hamilton 


Donald B. Hamilton, who joined 
Batten, Barton, Durstine & Osborn, 
New York, on May 1, has been ap- 
pointed head of the agency’s De- 
troit office, replacing George Von- 
derlin, who has moved to the Chi- 
cago office as account executive. 
Prior to joining BBDO, Mr. Ham- 
ilton was with McCann-Erickson, 
New York. 


Appoints Ellis Agency 

Ellis Advertising Co., Buffalo, 
has been appointed to handle the 
advertising of I. Miller Pickles, 
Inc., North Tonawanda, N. Y. 
Radio, newspapers and television 
will be used. 


Superiority 
is the result of 
close attention 
to the smallest 

details 
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Names Hoag & Provandie 


Hoag & Provandie, Boston, has 
been named to direct the adver- 
tising of Masury-Young Co., Bos- 
ton, manufacturer of Myco prod- 
ucts for maintaining all types of 
floors. Business papers and direct 
mail will be used. 


Barton Joins Kudner 


Lee Barton, formerly with the 
Press-Telegram, Long Beach, Cal., 
has joined the art department of 
Kudner Agency, New York. 


Appoints Horton-Noyes 


Brownell & Field Co. has ap- 
pointed Horton-Noyes Co., Provi- 
dence, R. I., to handle the adver- 
tising of its Autocrat coffee. News- 
paper, radio and outdoor adver- 
tising will be concentrated in the 
New England market. 


Reynolds Names Vladimir 


Reynolds Metals Co., Louisville, 
has named Irwin Vladimir Co., 
New York, to handle the adver- 
tising of its export division. 


Felton Appoints Waters 


Felton Chemical Co., Brooklyn, 
has appointed Norman D. Waters 
& Associates, New York, to handle 
business paper advertising for es- 
sential oils, aromatic chemicals, 
perfumes and flavorings. 


Shrout Associates Moves 


Shrout Associates, Advertising, 
Chicago, has moved its offices 
from 107 N. Wacker Dr. to larger 
quarters in the Majestic Theater 
building, 22 W. Monroe St. 
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Harnischfeger Names Staudt 


George L. Staudt, formerly ad. 
vertising director of Standard Reg 
ister Co., Dayton, has been name: 
advertising and sales promotio), 
manager of Harnischfeger Corp 
Milwaukee. 


Names Anita Pine 


Anita Pine, formerly with Hir- 
shon-Garfield, has been named ar 
account executive of Alfred J. Sil- 
— Bert Goldsmith, Inc., New 
York. 


QUALITY SHOES 
Only 7 hours \5 minutes 


(IN RUSSIA) 


104 hours 30 minutes 
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Armour Promotes Robinson 


H. M. Robinson has been ap- 
pointed advertising manager of the 
soap and industrial products divi- 
sion of Armour & Co., Chicago. He 
was formerly assistant advertising 
manager of packinghouse products, 
in charge of label modernization. 


Emery Appoints Mathes 

Emery Air Freight Corp., New 
York, has appointed J. M. Mathes, 
Inc., New York, to handle a pro- 
gram of corporate public relations 
and institutional publicity. 


Nesco Elects Sahloft 
Willard H. Sahloff, 
executive vice-president of Mont- 


formerly 


gomery Ward & Co., has been 
elected president and chief exec- 
utive officer of National Enameling 
& Stamping Co., Milwaukee. He 
succeeds Alfred J. Kieckhefer, who 
becomes chairman of the board. 


Leaves Southwest Airways 

Robert Cole has resigned as ad- 
vertising and promotion manager 
of Southwest Airways, San Fran- 
cisco. 


Worcester Club 
Takes AFA Honors 


Hovuston—tTen advertising clubs 
received awards for outstanding 
club achievement at the closing 
session of the Advertising Fed- 
eration of America convention here 
Wednesday. Frederic Schneller, 
general merchandising manager, 
Lever Bros. Co. and chairman of 
the awards committee, made the 
presentations. The winners: 


mt 


Public relations for advertising— 
first award, Advertising Club of 
Akron. Second, Advertising and 
Sales Club of Syracuse. Honorable 
mention, Advertising Club of 
Greater Miami. 

Public service through advertis- 
ing—first award, Advertising Club 
of Worcester. Second, Advertising 
Club of Birmingham, Ala. Honor- 
able mentions, Advertisers’ Club 
of Cincinnati, Advertising Women 
of New York, Adcraft Club of De- 


The World's Biggest 


Bargain in Shoes: 


A sign painter's error? No sir! That's the average cost in 
work-hours of a pair of shoes in the United States. It's truly 
the world's biggest bargain in shoes! 


Consider this: 


These shoes would cost the British workman 


11 hours of labor. The Russian worker would have to toil 
104 hours and 30 minutes! And the same startling contrast 
shows up in comparison of the average cost—in minutes of 
labor—for any of the necessities of life. Of course, for the 
minute, we can ignore the fact that in many countries the 
bare necessities are outright luxuries to most of the people. 
Yes, something is wrong with our system. It confounds its 
critics by paying the highest wages in the world while offering 
the world's biggest bargains... sustaining the world's highest 
standard of living. 


The facts about capitalism give the lie to critics who use 
double-talk in an attempt to discredit and destroy our system. 
And we, at Chilton, believe that it is time to forsake the 
defensive and start to fight back—the facts about how capital- 
ism works for the benefit of all, give us effective ammunition 
if we will only use it! 
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troit. 

Education in advertising—tirst 
award, Advertising Club of Louis- 
ville. Second, Advertising Women 
of New York. Honorable mentions, 
Advertising Club of Worcester, 
Women’s Advertising Club of 
Cleveland. 

The “grand award” for over-all 
club achievement went to the Ad- 
vertising Club of Worcester, with 
Advertising Women of New York 
taking second honors. 


Montreal Admen Elect 


Frank Wright, of Cockfield, 
Brown & Co., Montreal, has been 
elected president of the Technical 
Advertisers’ Association of Mon- 
treal. Other officers are: G. H. 
Tessier, vice-president; L. G. Mor- 
ris, secretary, and F. B. Thompson, 
treasurer. 


KFBI Appoints Bondurant 


Hale Bondurant, formerly man- 
ager of WJBC, Bloomington, IIL., 
has been appointed manager of 
Station KFBI, Wichita, Kan., ef- 
fective July 1. 


Free 


BOOK SHOWS= 


without... 


© Costly consumer advertising 
@ Conventional jobber-dealer setup 
© The expenseof salesmen’s salaries 


This realistic exposition of the only 
low-cost, short-cut to national sales 
describes the method now used by 
such successful companies as: 


Company Estimated Annual Sales 
Real Silk Hosiery Mills . . . $15,000,000.00 
Davis Paint Company ... 5,000,000.00 
Knapp Brothers Shoes... . ; 

Master Garment Company. 2,000,000.00 
J. B. Simpson Tailoring... 10,000,000.00 
Stark Brothers Nurseries... 10,000,000.00 


These are but a few of the 6,000 
firms who used this sales method in 
1948 to sell over a thousand different 
products and services—to the tune 
of $5 billion gross sales. 


This booklet has helped hundreds 
of small manufacturers grow big— 
scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 
distribution costs . . . provides an 
answer to today’s increasing con- 
sumer resistance at point of sale . . . 
tells why independent distribution 
is the best possible solution to your 
sales problems . . . and shows you 
how you can take immediate steps 
to tap this lucrative big market at 
litile expense. 


Learn the profitable secret 6,000 
direct-selling companies use to gross 
annual sales of over $5 billion! Send 
today for your complimentary copy 
of the informative booklet, ‘‘How 
to Build National Distribution 
Quickly.”’ Find out whether your 
product is adaptable to the direct 
selling field. If it is—and we'll tell 
you frankly one way or the other— 
you'll be amazed at the ease and 
speed with which you can build a 
national sales organization. (Many 
do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


OPPORTUNITY 
MAGAZINE 


GATEWAY TO A $5 BILLION MARKET 
28 E. Jackson Bivd. Chicago 4, Illinois 
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The Journal-American is “Aces High” 


with £00,000 families... 


virtually twice the audience of the 


second evening newspaper 


N bridge or business, the important thing 
is to play your cards right... to make 
the most of your opportunities. 


No other market in the world offers 
the opportunities of New York... and no 
other evening newspaper even closely 
approaches Journal-American coverage of 
the New York market. 


The Journal-American with 700,000 
family circulation, virtually twice that of 
the second evening paper, doubles your 


bid for New York business ... doubles your 
yield with each unit of advertising. 


Family circulation is always a long 
suit for advertisers, but when a newspaper 
can deliver—as the Journal-American does 
—-hundreds of thousands more families 
than its competition, you really have a 
powerhouse of sales ability. 


For top sales honors in New York, 
remember ... your story strikes home 
700,000 times a day in the ... 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HMEARST ADVERTISING SERVICE 
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Cummins Names Kapland 

Mitchell A. Kapland, formerly 
vice-president and general man- 
ager of Gray Audograph Corp. and 
sales manager of Gray Mfg. Co., 
has been appointed general sales 
manager of the business machines 
division of Cummins Business 
Machines Corp., Chicago. He suc- 
ceeds Leslie G. Lanille, who has 
resigned. 


Two Join Grey Agency 
Gene Federico, formerly art di- 
rector of Abbott Kimball Co. and 
Fortune, New York, has been ap- 
pointed art director of Grey Ad- 
vertising Agency, New York. Mur- 
ray Jacobs, formerly with Colum- 
bia Broadcasting System, has 
joined Grey’s art staff. 


Brewery Opening 
Is Celebrated in 


Ten-Page Sections 


CrncinnatI—The Cincinnati 
Times-Star and Post recently car- 
ried ten-page special sections an- 
nouncing the opening of the new 
bottling plant and administration 
building of Red Top Brewing Co. 

Red Top took a full-page color 
ad to announce the opening, and 
more than 100 brewery suppliers, 
building contractors, outdoor ad- 
vertising firms—and even 34 radio 
stations—also took space in the 
special section to congratulate Red 
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Top. : 
Editorial departments of both 
papers prepared numerous stories 


on the beer industry, the Red 
Top company, its personnel and 
its products (Red Top beer and ale, 
Barbarossa beer and 20 Grand 
ale). 

Red Top advertising is handled 
by Joseph Advertising Agency. 


KSTP-TV Increases Rates 


Effective June 15, advertising 
rates for KSTP-TV (NBC), Twin 
Cities, will be increased from $50 
to $300 per hour, based on January 
television sets installed in the 
primary area of more than 9,000. 
However, it was pointed out, the 
number of sets installed has risen 
to 14,800 within a 50-mile radius 
of Minneapolis and St. Paul. 


Solomon Starts Own Business 


Cyril Solomon has resigned as 
metropolitan branch manager of 
Food Fair Stores, Inc., to special- 
ize in food merchandising and pro- 
motion. He plans to open offices 
early this month at 501 Madison 


Ave., New York. 


US 


IN YOUR 


...for that necessary “extra” push 


cmicaco * 22 East Illinois Street 


factor 


TYPOGRAPHY? 


that means the difference between making 
a deadline or not...for the assurance 


of having that all important series of ads 


= on your desk when you arrive...for 
= that ability to produce 
= when production is vital, try... 


LOS ANGELES * 928 South Figueroa Street 


Advertising Age, June 6, 1949 


Teleradio Mans Corner 


How often it has happened before. We mean this hopeful 
borrowing from the slick paper of the Satevepost (or equi- 
valent) in the belief that a popular character in printed fic- 
tion must automatically be entertaining when converted over 
to radio. 


A recent example of such conversion, with depressing re- 
sults, is Clarence Budington Kelland’s “Scattergood Bains,” 
now on the Mutual network. 


It just doesn’t come off, and we think we can tell you why 
it doesn’t. Bains is not a hero. He cannot be made into a hero. 
He is a trick of Kelland’s, requiring a paragraphed story 
form. For dramatic action he simply is a cardboard cut-out 
with a caption reading: “300 pounds—jovial.” Scattergood 
doesn't do anything. Mostly he doesn’t even say anything. He 
isn’t even an active kibitzer, much less protagonist or anta- 
gonist. 


This is enough to sink the series to start with. It is a fatal 
flaw in literary construction and point, throwing the action 
to secondary figures who become dominant. For all practical 
purposes, Hannibal, not Scattergood, ought to be the key fig- 
ure. It’s that far out of focus. 


One recent episode concerned the visit of a lady-editor and 
male photographer of a woman’s magazine doing a “before 
and after” interior decoration job of Hannibal’s home. This 
sort of thing is associated with the Ladies’ Home Journal and 
McCall’s and was the subject of a recent Bette Davis movie. 
The plot was gossamer indeed. Given wit and superior dialog 
it might have had some life and light. Instead listeners were 
asked to credit that an old woman was jealous of her hus- 
band (played by Parker Fennelly in characteristic Parker 
Fennelly style) and thought he had eloped with the lady- 
editor. There was no further plot than disclosure that he 


-—-—-——--—oro 


—— 


hadn’t eloped. 


the air: oh dear, oh dear. 


Just possibly it was wonderfully amusing in type. But on 


Direct Mail Balked 
by ‘Bonehead Plays,’ 
Mannion Tells Club 


Cuicaco—One of the most “flag- 
rant failures” in using direct ad- 
vertising in industrial selling is 
made in not building and main- 
taining selective mailing lists for 
direct mail contacts, John B. Man- 
nion, advertising director, Austenal 
Laboratories, Inc., told the Direct 
Mail Advertising Club of Chicago. 

Recent surveys of the habits of 
industrial buyers indicate the tre- 
mendous importance of “this cru- 
cial bonehead play” on the part 
of industrial management, he de- 
clared, adding that: “Certainly di- 
rect mail offers one of the best 
opportunities of telling the indus- 
trial story to those people sales- 
men cannot or do not contact di- 
rectly.” 

Many industrial firms employ 
direct mail, in coordination with 
other media of advertising and 
promotion, Mr. Mannion said, but 
“blunders of omission and com- 
mission in the planning and prep- 
aration of direct mail advertising, 
and in the teamplay of industrial 
direct mail with other media, often 
result in wasted selling effort and 
loss of sales and profits.” 


ws The not infrequent bonehead 
plays, he said, include spasmodic 
and unplanned direct mail, instead 
of a continuing program; failure 
to link it with other selling activi- 


ties; pigeon-holing of inquiries; 
lack of originality and distinction 
so that the messages identify the 
individual company, and preju- 
dices against direct mail on the 
part of industrial managers. 

“There is one other blunder in 
direct mail advertising as used by 
industry that is not particularly 
the fault of the companies in- 
volved, but rather of the adver- 
tising agency or other professional 
men serving industry,” he charged. 
“This is lack of interest on the 
part of these professional adver- 
tising and promotional] men _ in 
what happens to inquiries pro- 
duced by space advertising. 

“It would appear that most of 
these professional men are in- 
terested only in the easy double- 
plays of placing magazine adver- 
tising and collecting commissions. 
It is obvious that when the pro- 
fessional advertising man works 
out a good plan of following in- 
quiries as well as creating them, 
increased sales usually follow.” 


McAulitte Appointed A. M. 


D. J. McAuliffe, formerly ad- 
vertising manager of Eastern Co- 
lumbia Department Stores, Los 
Angeles, has been named adver- 
tising manager of Milliron De- 
partment Stores, Los Angeles. 


Knox Reeves Names Sleight 


Richard Sieight, formerly wit! 
Theodore H. Segal Agency, Sar 
Francisco, has been appointed cop) 
director of Knox Reeves Adver- 
tising, San Francisco. 


ALLEN-KLAPP CO. .. 


Leads all Hoosierdom 
in Effective Buying Income 


. « « Spendable Income of Fort Wayne families 
amounting to $6791 per family for the year 1948 tops 
all other cities in Indiana and is 50% higher than 
the national average. 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


The News-Sentinel 
Fort Wayne, Indiana 
NEW YORK .. 


(Sales Management—5-10-49). 


CHICAGO .. DETROIT 
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START PREPARING YOUR MEDIA 
DATA V2 FOR INCLUSION IN 
THIS GREAT SPACE-BUYING GUIDE! 


500 TOTAL DISTRIBUTION 


BASIC 
Media Guide for 
ADVERTISERS 


Due to its unique editorial 


make-up of combined 


market and media infor- 


ATTENTIO 


1950 MARKET 
DATA BOOK 


NUMBER of INDUSTRIAL MARKETING 


th WOW in 


a‘ 
‘ 


reatest Edition in 28 Years 


ERE’S a salute to the hundreds of business paper publishers who have for years 
H joined with us to make the MARKET DATA BOOK the greatest media and 
market guide in the world for business paper advertisers... And here’s an invitation 
to every aggressive business paper publisher to join in on this greatest edition of the 
book ever published — the big 1950 edition, now in course of preparation. This will 
be the most important issue in our history— with a circulation pattern among 
industrial ad men and their agencies absolutely unduplicated, and at an all-time 


mation, the MARKET 
DATA BOOK is the basic 
working tool in the for- 
mulation of literally 
thousands of business 
paper schedules. The big- 
gest agencies in the coun- 
try, as well as many of 
the smaller advertisers, 
use it to build primary 
lists of media, for the 
simple reason that it is 
so easy to use: It stands 
in the same relationship 
to ponderous directories 
as does the dictionary to 
the encyclopedia—it’s the 
place where most people 
look first! 


high! Never before has any book delivered so many industrial media-deciding 


executives in a single package. 
And What a Package! 


Coverage of 8,500 industrial advertising and 
marketing executives and other media buyers, 
plus agency executives primarily concerned 
with business paper space, is a valuable pack- 
age for you... Just as the book itself, with 
detailed studies of 88 trade, industrial and farm 
markets, plus data on over 2,300 papers is an 
invaluable package for industrial marketing and 
advertising executives. 


“Can’t Do Without It” 


Because the MARKET DATA BOOK is the 
only reference work in print that offers succinct 
side-by-side studies of markets and the media 
that serve them, hundreds of industrial adver- 
tisers and agencies assure us that they “could 
not do without” this service. Certainly, the fact 
is that for thousands of them, it is the only 
service at hand, the basic book used in build- 
ing annual advertising schedules. 


A Permanent File 


Because it slides into a desk drawer, slips into 
a brief-case, yet contains more useful informa- 
tion than could be jammed into many a filing 
cabinet, the MARKET DATA BOOK is kept 
and used as a permanent media file by thou- 
sands. It is thus the ideal basic place for you, 
as a business paper publisher, to file your fac- 
tual data about your paper, your services, and 
the manner in which you serve your particular 
market. Filed here, your data will be seen and 
studied every time reference is made to your 


market. 
Important Notice 


In order to get the 1950 MARKET DATA 
BOOK Number of Industrial Marketing into 
the hands of space-buyers on September 15, 
well in advance of annual scheduling-time, we 
are closing the forms on August 1. No exten- 
sions can be allowed, so if you are not already 
committed, please write at once for mechanical 
details and rates! 


MARKET DATA BOOK 


NUMBER OF INDUSTRIAL MARKETING 


100 E.Ohio St. Chicago11l 


11E.47thSt. New York17 


BASIC - 
Promotion for 
PUBLISHERS 


For the cost of a penny 


postcard mailing, a page 
in the MARKET DATA 
BOOK serves up your 
complete media story to 
8,500 marketing execu- 
tives whenever they re- 
fer to your particular 
market in the course of a 
year. Thus your adver- 
tisement serves not only 
as a reminder and re- 
selling piece to your reg- 
ular prospects, but helps 
to skim off the cream 
from all the new pros- 
pects who are considering 
your market for the first 


time. 


CLOSING AUGUST 1 
Reserve Space Now! 
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She reads 
House Beautiful 


because 
she wants the 


and she 
buys more because 


she reads 


House Beautiful 


The magazine that creates more Sales Action 
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Necessity for Greater 
Concentration of Sales 
Effort Among Higher 
Income Families Revealed 
by Latest U.S. Consumer 
Income Reports 


Sales Managers who bring brief 
cases home of an evening will do 
well to sit up a couple of nights with 
the latest of the annual surveys of 
the U. S. Census Bureau. If you 
have ever been addicted to selective 
selling, you'll decide that it is now 
more important to your business 
than it has ever been before. 

If families and their mode of liv- 
|ing and their changes in income are 
of the slightest interest to you, this 
report will turn out to be the busi- 
/ness radar which will not only tell 
_you where you're going, but help 
you set the course of your future 
| operations. 


Don't Let Increasing 
Incomes Fool You! 


At first glance, you'll find com- 
plete substantiation of the new na- 
tional postwar prosperity. A few 
/comparisons may make you feel op- 

timistic. In 1939, the average wage 

_or salary income of primary families 
| and individuals stood at $1,200. As 
| you pass through the war years you 
'see that figure doubled. Then from 
1944, the last full year of war, to 
1947, salaries and wages rise from 
$2,500 to $3,000 a year. The propor- 
tion of families with incomes of $5,000 
and over jumped from 12% in 1944 
to 19% in 1947. 

If you are selling higher-priced, 
quality and luxury goods, only 
7,000,000 out of the 37,250,000 U.S. 
families are for you. That represents 
the above 19%. In spite of war- 
borne prosperity and postwar full 
employment, there are still some 
10,000,000 families whose incomes 
average less than $2,000 a year. 

Now the mass market is of the 
utmost importance to some busi- 
nesses. But, since you are not in the 
five-and-ten cent type of business, 
and since it is difficult to find an 
item, outside of a newspaper which 
can be bought within that price 
range, you ought to make a very 
careful re-evaluation of your market 
in terms of sales potential and sales 


profit. 


Selective Selling More 
Important Than Ever! 


What we're getting at is the pro} - 
lem of how some of those peopl... 
whom you have always looked upon 
as prospects, are going to have any - 
thing left from their high level in. 
comes with which to buy your gooc s 
after they have dealt suitably wit» 
the tremendous rise in the cost of 
living. Many a family, seeming] y 
better off financially than in 1939 or 
1944, is hard pressed today to main - 
tain living standards on a par with 
those years. Any retailer will tell you 
that the wild wave of spending for 
war-scarce items passed its peak 
during the past year. Although to- 
day’s demand is slightly ahead of 
supply, any retailer will tell you that 
the average buyer is acting like a 
man who had decided that it took 
him a long time to make his money, 
so he ought to take a long time to 
spend it. He’s cautious and he’s de- 
liberate. 

So don’t look forward to getting 
too high a percentage of the new- 
found riches of a larger number of 
families. As the economic pattern of 
buying smooths out, the new back- 
bone of the so called quality market 
is again those families whose rela- 
tively higher incomes and generally 
greater financial resources give them 
a stability of purchasing power. They 
/are the people who are your pros- 
pects through thick and thin. 

One out of every five U.S. families 
falls in this class. Having discovered 
that, your next problem becomes 
one of finding them. After you have 
| put the finger on them, your own 
experience and that of your adver- 
tising and merchandising men will 
tell you how to sell them efficiently 
and effectively. 


| 


Selectivity is Essential 


Narrow your sights to conform to 
the narrowing of the profitable po- 
tential which is imposed by the new 
economy. Concentrate your sales 
effort in the quality market field. 
Bring every phase of selling activity 
to a sharp focus on the families who 
buy luxury goods, which by virtue 
of their quality must sell for rela- 
| tively high prices. 
| The first step in successfully pin- 
| pointing your market potential and 
| getting right down to business is 
' careful selection of media. The fami- 
lies who have the money to buy 
quality products and the appercep- 
tion to appreciate them, are so lo- 
cated that nationally circulated 
magazines will find them for you 
more economically and with greater 
accuracy than any medium avail- 
able today. Depending upon their 
editorial selectivity, magazines may 
give you blanket coverage of great 
masses of people, or they may focus 
sharply and penetrate deeply among 
families with specialized interests. 
Foremost in the specialized interest 
group is House Beautiful. Its fami- 
lies specialize in ‘better living,’ and 
are also in the top income bracket. 


\(SEE CHART A) 


CHART A 


TOTAL U. S. FAMILIES 


Source: Bureau of the Census Reports on Consumer Income. House 
Beautiful estimated average circulation first 6 months 1949 


HOUSE BEAUTIFUL FAMILIES 
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The $5,000-and-over income fami- 
lies constitute the one vital segment 
of the market to which manufac- 
turers and retailers of quality mer- 
chandise must turn for sales pros- 
perity. Families in this income group 
have been selected as House Beauti- 
ful readers by both its carefully 
chosen editorial appeal and its pre- 
mium price. This insures the pene- 
tration of your advertising into more 
than 550,000 families which are the 
cream of the quality market. 


What is the Age of 
Accumulation? 


As you thumb through the census 
report, just take a look at the in- 
comes broken down by age groups. 
Well over 75 % of the heads of fami- 
lies reporting incomes of $5,000 and 
over were past 35 years of age! A 
bare 9% achieve $5,000 a year or 
better at age 25. Only 13.1% be- 
tween the ages of 25 to 34. But 26% 
were 35 to 44, and 60% were over 
45 years of age. 

Now let’s compare these U. S. in- 
come averages with the House Beau- 
tiful family heads: 


(SEE CHART B) 


A greater proportion of the heads 
of House Beautiful families reach 
their peak earning and purchasing 
power than is average for the U. S. 
as a whole. Between the ages of 25 to 
44, when spending power is high, 


most families accumulate the bulk | 


of their possessions. The high per- 
centage of House Beautiful families 


in this age group makes it one of the TODAY. 


finest producers of sales for building | 
and home product advertisers in 
America. 


How Do People Earn 
$5,000 Incomes? 


Turn back to the census report 
again, and you'll see that occupation 
has a very direct bearing on both 
earning and spending capacity. 
(SEE CHART C) 

The highest average incomes are 
enjoyed by professional people, pro- 
prietors, managers and officials (ex- 
cept farm). This group constitutes 
42.1% of all U.S. families reporting 
incomes of $5,000 and over. In these 
same occupational groups, House 
Beautiful delivers well over the U. S. 
average—55.7 % of its monthly cir- 
culation. 

Although these are the cold facts 
about House Beautiful potentials, the 
heart-warming part of the picture 
comes from the outstanding per- 
formance of this most effective me- 
dium. 

We know that more home furnish- 
ings retailers tie in with House Beau- 
tiful with more linage than any other 
home magazine. We know that it has 
an outstanding preference among 
readers. But we want you to satisfy 
yourself of these proofs of the pene- 
tration of advertising which appears 
in House Beautiful. We want you to 
ask any advertiser, whose judgment 
you trust, what he thinks of House 
Beautiful as a means of selling a 
product like yours. Take a look 
through the advertising pages of the 
June issue and make a few inquiries 
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CHART B AGE GrouPs OF HEADS OF 
U. S. FAMILIES WITH INCOMES OVER $5000 
COMPARED WITH AGES OF HEADS OF 
ALL HOUSE BEAUTIFUL FAMILIES 


kb. ‘ 
| House Beautiful 


35 to 44 
Total U.S. 
26.0% 
ee 27.6% 
‘House Beautiful z 
45 and over 
Total U. S. 
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Source: Bureau of Census Reports on Consumer Income 
House Beautiful Subscriber Survey. 
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CHART C 


ALL U.S. FAMILIES 


42.1% 


COMPARISON OF HIGH INCOME FAMILIES 


55.7% 


HOUSE BEAUTIFUL FAMILIES 


Source: Bureau of Census Reports on Consumer Income 
House Beautiful Subscriber Survey. 
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(Advertigement ) 


He reads 
House Beautiful 
because 
he sells 
fine carpets 


and he sells 


more carpets because 


he reads 


House Beauhful 
The magazine that sells both sides of the counter 
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Most Companies Plan 
to Retain or Boost 
Exhibits This Year 

New York—The first clinic on 
current problems of trade and 
business shows, sponsored by Ex- 
hibitors Advisory Council here, 
revealed that 61% of the manu- 
facturing exhibitors queried, from 
a total of 1,200, intend to parti- 
cipate in trade shows this year 
on an equal or greater scale. The 
remaining 39% indicated less par- 
ticipation. 

Reasons for increased partici- 
pation were given as desire to in- 
troduce new products, to push 
lines falling off in sales volume, 
and to establish more customer 
contacts. Reasons for less parti- 
cipation were spiraling costs, over- 
lapping shows, and better results 
obtained from publication adver- 
tising. 

Total number of trade shows 
booked for 1949 was reported as 
1,300, as against 1,500 for 1948. 


s Terming present show practices 
“obsolete,” M. L. Neison, exhibit 
manager, U. S. Steel Corp., de- 
clared that “too many restrictions 
are being placed on exhibitors.” 
He suggested exhibits be modern- 
ized and placed on a sound mer- 
chandising basis. His views were 
seconded by Miss Louise Wynne, 
exhibit manager, American Road 
Builders Association, who said that 


clear-cut and easy-to-understand | 


rules and regulations were impera- 
tive. 

The “wetting down” of shows 
with extraneous materials was 
criticized by N. O. Wynkoop, vice- 
president, McGraw-Hill Publish- 
ing Co., who said that exhibitions, 
to be successful, must present 
“useful, timely, pertinent infor- 
mation,” draw an audience “which 
buys and influences buying,” and 
be expertly managed. 

The necessity of showmanship 
was emphasized by George Ham- 
mond, executive vice-president, 
Carl Byoir & Associates, Inc. He 
stressed the fact that sometimes 
price, methods of distribution, and 
service features are more impor- 
tant for an exhibitor to play up 
than the product itself. 


Names Clark & Rickerd 


_* Detroit Harvester Co. has ap- 
pointed Clark & Rickerd, Detreit, 
to direct its advertising. 


ITE FOR DATA 


ABOUT THESE 


ter, cheese, dry, condensed 1 
and evaporated milks. 
Most of these plants are 
located in large cow-popu- 
lated areas and have sub- 
stantial purchasing power. 
*enereeeeeeneeeeeeeeeeee 
Seam Sttasl"WanbractOntns 
EAM MANUFACTU 
ICE CREAM located in all cities and towns, 
REVIE and whe sell through whole- 
sale outlets as well as com- 
pany-owned or controlled 
stores. 
@e@eeeesge@e0e0d20e0e6e00000060080608608080 
tead every month by Milk Deal- 
ers — producers of bottled prod- ILK 
wets, cottage cheese and other 
dairy products, and are pack- DEALER 
agers and distributors of butter 
and eggs. 
*enernreeeeeteeeee#eee#eee#ee#ee#e 
Every worthwhile milk dealer, 
creamery products manufac- 
turer and ice cream meanvu- 
facturer regularly uses this 
large red book as @ BUY- 
ING GUIDE and DIREC- 
TORY. it is the annual, 
permanent, BUYER'S REFER- 
ENCE book. 


‘OLSEN PUBLICATIONS © 
Y 1445 NORTH FIFTH STREET 


. MUWAUKEE 12, WISCONSIN 
Sa not 


Wallace-Lindeman Promotes 
Six: Lindeman Retires 


Harold F. Driscal, production 
manager, has been appointed gen- 
eral manager of Wallace-Linde- 
man, Inc., Grand Rapids, Mich., 
agency. Robert K. Mason, with the 
agency since 1943, has been pro- 
moted to vice-president and senior 
account executive. Other appoint- 
ments include: David A. Wallace, 
son of the president, production 
manager; Elizabeth J. Williamson, 
radio and special features; Duncan 
M. Wierengo, account executive, 
and Joy A. Robinson, comptroller 
and office manager. 

Marvin C. Lindeman, an execu- 
tive of the agency since 1938, has 
retired from active association and 
has established his own service of- 
fice in Holland, Mich. He will con- 
tinue to handle space advertising 
in association with Wallace-Linde- 
man. 


Industrial Admen Elect 


Kenneth E. Keene, vice-presi- 
dent of Spencer Curtiss, Inc., has 
been elected president of the Indi- 
ana Association of Industrial Ad- 


SAVE AT WALGREENS 


BACKS TEEN-AGE COUNTER—A new teen-age department, featuring smaller sizes 

in cosmetics, masculine grooming aids, school needs and sundries, games and 

knick-knacks, gets a boost in this window display featuring the new setup developed 
by Walgreen Drug Stores. 


vertisers. A. F. Rhoads, copy di-|tin, advertising manager of Dia- 
rector of Spencer Curtiss, has been | mond Chain Co., has been reelected 


named vice-president. H. L. Mar-|treasurer and F. Graham LeVay, 
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district representative of Thomas 
Publishing Co., has been reelect + 
vice-president in charge of mer - 
berships. Portia Christian, Cal |- 
well, Larkin & Co., has been nam: 
secretary. 


McCann Names Giese V. P. 


George H. Giese, for the past 
four and a half years with M-- 
Cann-Erickson, New York, his 
been appointed vice-president > 
the agency and director of its i:- 
ternational division, comprising 3 
offices in Europe and Latin Ame -- 
ica, associate agencies in other 
parts of the world and a foreizn 
department in New York. Georye 
H. Smith Jr. continues as manager 
of the latter department. 


Hooper Adds 5 TV Subscribers 


C. E. Hooper, Inc., New York, 
last week added Chrysler Corp., 
Sterling Drug, Campbell-Ewald 
Co., Geyer, Newell & Ganger and 
Transamerican Broadcasting & 
Television Corp. to its list of sub- 
scribers for its network video 
service, publication of which will 
begin June 23. 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

and/or Herald 
BUFFALO Courier-Express 
CHARLOTTE Observer 
CHICAGO Tribune 

and/or Sun-Times 


NEW YORK 


220 East 42nd Street — MUrray Hill 7-5200 
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Metropolitan Group 
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WHERE 50,000,000 READERS (*) GATHER EVERY SUNDAY, EVERY SEASON, EVERY YEAR. 


CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
COLUMBUS Dispatch 
DALLAS News 
DES MOINES Register 
DETROIT News 

and/or Free Press 
FRESNO Bee 


CHICAGO 


Tribune Tower — WHitehall 4-2280 


INDIANAPOLIS Star 

LONG BEACH Press-Telegram 
LOS ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 

NEW ORLEANS Times-Picayune- 


New Orleans States 


NEW YORK News 


DETROIT 


New Center Bidg. — TRinity 2-2090 
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Phi Beta Kappa Key 
Opens Gimbels’ Ad 
Department Door 


New YorK—Nobody, but nobody, 
has Phi Beta Kappas like Gimbels. 
The New York department store 
advertised for two cub copywriters 
in the New York Times. “Only Phi 
Beta Kappas Need Apply,” the ad 
read. 

William S. Meyerson, advertis- 
ing manager of Gimbels, admitted 
to AA that he didn’t own a Phi 
Beta key, but his secretary and at 
least 15 members of the ad de- 
partment dangled Phi Beta Kappa 
keys from their respective chains. 

Mr. Meyerson said that this was 
the second time Gimbels adver- 
tised for Phi Betas. In this way, the 
colleges do the screening Gimbels 
would ordinarily have to do to 
find brainy people, he said. 

“Gimbels is where all junior 
geniuses am long to go,” the Gim- 
bels ad, written by none other than 


a Phi Beta, read. “You can’t be 
too brainy, too bright, too burst- 
ing with youthful abandon for 
Gimbels. The bigger your brain, 
the better to write Gimbel copy 
with, my dear! So wash that mu- 
seum mildew right out of your 
hair. Your key is the golden pass- 
key.” 


GF Buys ‘Leave It to the Girls’ 


“Lambs Gambol”—Sunday, 8 
p.m., EDT (NBC)—has been re- 
placed by “Leave It to the Girls” 
by its sponsor, General Foods 
Corp., New York. Maggi McNellis 
is moderator for the 30-minute 
telecast, which began a few weeks 
ago as a sustainer. Agency for the 
program is Benton & Bowles. 


Goodyear Promotes Turner 


G. F. Turner has been appointed 
manager of tire sales of Goodyear 
Tire & Rubber Co. of Canada, New 
Toronto. He has been with the 
company for over 20 years in a 
sales executive capacity. C. M. 
Roberts has been made manager 
of the automobile tire department. 


BREWED MELLOW-DRY 


NEW DESIGN—Jacob Schmidt Brewing Co.'s new label stresses the City Club rather 
than’ Schmidt name. This poster, as well as radio spots, 1,000 and 700-line news- 
paper ads, are being used in the Upper Midwest, via Olmsted & Foley. 
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Braniff Names Walker V. P. 


John B. Walker, president of a 
public relations firm in New Yerk 
since 1944, has been named a vice- 
president of Braniff Airways, Inc., 
Dallas, effective June 1. Prior to 
1944 he was assistant to the presi- 
dent of United Air Lines for five 
years and vice-president of traffic 


of TWA for five years. 


Motorola to Sponsor Boxing 


Motorola Dealers of Northern 
California, San Francisco, will 
sponsor boxing bouts of the Army, 
Navy and Air Force during the 
next six months over KGO-TV, 
San Francisco. Time for the tele- 
casts, which have already started, 
was bought through W. J. Lan- 
caster & Co. 


$1,500,000. ORDER! 


If you want to sell goods in volume — you've got to 
appeal to people in volume. 


Obviously, that means you’ve got to reach them through 
some medium that brings them together in tremendous 
numbers. 


And no medium — in Time or Space — will do that job 
for you so surely, so consistently and so economically as 
the Sunday Comics Sections of Metropolitan Group. 


The facts are easy to grasp. 


With one order and one piece of copy, you can reach 
50,000,000 readers in 19,000,000 families, coast to coast. 


It’s an audience that knows no bounds of age, sex, in- 
come, geography, politics or social position. It’s an as- 
sured audience every Sunday, every season, every year. 


Famed for its emotional response, it’s an audience that 
can be counted upon to REACT to sales appeals. 


It’s an audience that’s big enough to provide the back- 
bone of demand for any product — old or new — whose 
sponsor is bold enough to cultivate it in a big way. 


Marketwise, it’s an audience that parallels retail sales 
potential, market by market, more closely than any 
other medium — peaking in congested areas where the 
trade can be covered swiftly, persuasively, economically. 


A majority of this audience lives and buys in the 
nation’s 138 metropolitan trading areas where 64% of 
all retail dollars are spent. 


In three of these areas—for example, New York, 
Chicago and Los Angeles -—— Metro reaches 700,000 out 
of every million families. That’s 11% more families 
than you'll reach in these areas through the six biggest 
magazines combined! 


In the forty-six areas yielding half the nation’s retail 
sales, Metro reaches 85% more families than the three 
biggest weeklies combined — and 97% more than the 
three biggest women’s books combined. 


Years of continuing readership studies show that two 
to three times as many people will see your campaign 
and four to six times as many people will read your 
messages — per $ invested — as will read similar mes- 
sages in leading magazines. 


No medium for the vendor of objets d’art, the Sunday 
colored Comics Section is, nevertheless, made-to-order 
for the sponsor whose rapid turn-over product and 
package can be shown in primary colors —the simple 
selling colors skillfully reproduced by modern, high- 
speed newspaper presses. 


You can buy this color in full page size — roughly 
three times larger than magazine pages — every other 
week of the year in 47 of the nation’s largest and 
strongest newspapers. And the cost will be less than 
eight cents per family for the entire year’s campaign! 


If you want to sell more goods to more people in more 
places to lower selling costs, here is the biggest adver- 
tising and selling opportunity of our time. 


Ask the nearest Metro office for more facts and figures. 


College Seniors 
Still Like Sales, 
‘Fortune’ Reports 


New YorkK—Sales and merchan- 
dising is still the favorite career 
of college seniors, Fortune reports 
in its June issue. 

The seniors would rather be in 
sales administration than lugging 
a brief case on calls, however. Next 
-o sales and merchandising came 
“finance,” but most of the seniors 
preferred credit, financial analysis 
and trust-and-estate work over 
brekerage and investment. 

The current campus enthusiasm 
is for “personnel work,” the mag- 
azine found. 

Only 2% of the seniors want to 
own their own businesses. The class 
of ’49 primarily wants security— 
and by security it means a com- 
pany with cash reserves, and a 
fairly depression-proof product. 


s Two of the 60 universities in- 
cluded in Fortune’s survey showed 
a different pattern; out in the 
Southwest where men are entre- 
preneurs, 75-80% of the seniors at 
Texas and Oklahoma universities 
hope to go into business inde- 
pendently. 

The Southwest, too, was the only 
part of the country to show money- 
consciousness in its seniers. They 
want to make money, but the vast 
majority are more concerned with 
a “good life’”—home, children, and 
a “worth while vocation.” 

Fortune thinks the emphasis on 
security and working for big busi- 
ness is significant. Most of the sen- 
iors are war-conditioned; instead 
of coming back to civilian life im- 
patient with authority, they are 
accustomed to organization and 
“big business spells security.” 


WFIL-TV Increases Rates 
WFIL-TV, Philadelphia, has re- 
leased its rate card No. 5, with in- 
creases based on a circulatien of 
more than 150,000 receivers. The 
revised basic scale is: Class A— 
one-hour live studio, $550; one- 
hour film program, $412.50; one- 
minute announcements, $70; one- 
minute participation, $75. The 
camera rehearsal charge is $25 
per half-hour or fractien thereef. 


WAFM.-TV Joins ABC-TV 
WAFM-TV, Birmingham, has 
signed an affiliation agreement 
with American Broadcasting Co. 
Owned by the Voice of Alabama, 
the station is now under construc- 
tion. 


of Sunday Comice Seiliono 


AN ASSURED NATIONAL AUDIENCE FOR NATIONAL ADVERTISERS. (*) All ages, all incomes, both sexes. 


NEW YORK Herald Tribune 
OAKLAND Tribune 
OMAHA World-Herald 
PHILADELPHIA Inquirer 
PHOENIX Arizona Republic 
PITTSBURGH Press 
PORTLAND Oregon Journal 
PROVIDENCE Journal 


SAN FRANCISCO 


155 Montgomery St. — GArfield 1-7946 
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ROCHESTER Democrat & Chronicle 


SACRAMENTO Bee (Sat.) 
SALT LAKE Tribune 

SAN ANTONIO Express 
SAN DIEGO Union 

SAN FRANCISCO Chronicle 
SEATTLE Times 
SPRINGFIELD Republican 


and/or Post-Dispatch 
ST. PAUL Pioneer Press 


SYRACUSE Post-Standard 


TACOMA News Tribune 
WASHINGTON Star 
and/or Post 


LOS ANGELES 


448 South Hill St. — Michigan 0578 


SPOKANE Spokesman-Review 
ST. LOUIS Globe-Democrat 


A GREAT Tt¥ Fib 
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WITH THE EDITORIAL FORMULA, 


The original magazine of its kind still leads 
in this big, result-producing magazine field 


The unique editorial pattern of Popular Mechanics, con- 
ceived by H. H. Windsor, Sr., and widely copied, has 
been attracting inquisitive, exploring, creative male 
minds since 1902. 


NEW 
York 
Mors 
club; 
Euge 
the J 


Other Popular Mechanics figgtg:; Circulation, advertising 
linage, advertising revenue, pages of editorial content. 
And Popular Mechanics is fiyst in the field to publish 


internationally circulated foreign language editions. 
* * * 


@ it pays to put Popular Mechanics on 
your schedule. Your advertising gets more 


readers per thousand circulation in Popular 
Mechanics because our readers—having 
the “P.M. Mind”—read ads deliberately. 


in Saw hind ek : Eee a : a ne Poe pee sp kas ie Rind Fe le eg eee eg a dia = er ne : z ties mgr ee : ee a : oP ae iis Ea 
, ae: i nn * 5 a en | a ee iy =m ae BT ee ea a ae cathe OE ee ee ha. — ca iB Mad: 
eS: im hi as i AM a T° a oi ead romeo es ‘ fae : i toes eee. S es ae ea ee Sg es) ae ee ae Dn eee Ae 
4 ete ¢ = whee piel ae ae. es ae eo ie ee a ee a. ee eee Ree a ee ae eo Sa ee = ( — "oe he ae i oe Bes. hex 238 
3 ae ae ¥ i lil. AM alee ce i ie el a i a ee 
. : A 
on Ad 
Pei . ai . 
p , > 
Set x 7 ‘ie ' 
satel . ; 
ee, 
_ ou b s Be x ’ 
oo . 
: 
pre ‘ . | 
; t ; ¥ j . ; ? a hn 
7 ee 4 a yy in ; : - ie « : 
Si. | 
oceans : : ‘ 
ea a, : ‘ ; 
. : “« | ALTE 
4 : : ; : : ¥ * time 
' : right 
WXY 
ee s 
+ 
’ 
i igh fe 
shy 
a7, ae: ; 
F 5 ; . [A , 
hy, eee 
Reece 2 
ead Nn 
ae 
os jation +*" lors : 
au i * e. Ps “hy; a — —— ——— 
see oe a LSS 
ae ; oe . : ——— 
hy aa . Set ROR: = = SSS 
ae se Ris $3 Whi. 
ee f2 § oe HL 
eee ek ¥ | HHH 3 
: ia ms Hii) HUH 
pail ‘ MEET HF 
ee 3 * Wi ; 
eS : - H wal f HEHE 
aaa , ~_— Y - * 7 irae : : . : HRHHBHH 
: Jo sell anything MEN buy... Jf ee) 
me i TT 
; Ms. we My . Wrir GA Py Hi Hf; / 
aM yi , fh #; FEN $0 y I : ff } 
tx “ays s, 43 e % *% , % , Ou Can Une “ is 7 i} i] . 
ae ef > a a a ‘ WH 
i ae re ig = mae 4 ca ay M ' % Se Pb tate) ae " > * ; j Hi] 
Ai 3 ? + . Fi Y Tea 3 af i - { . ee ieee te: . m : $ } 
> 2 / ; ‘a a fy _ Oe le eee ||}/)///// 
ee " aa: j ® r eae. ” : ; 
; * | See ise 2 ' . bh ‘ : Se Wea. * ay i} 
Sn a . > : s Fe * ° . ~ z F oe ; ee bts // : 
a ae : FF 1% ae } ” Fe y 
ies: ~ eo ; 2 .  . Raa 
zi: idle = * ib ; ‘le AR Ree... AHL 
tol oem a * a7 le RR 2 = a oe } 
Secor ‘ ; 2 cS 2 eS - » ‘. B, 3 aaa 7 eo ?, Hh 
= = ; ‘ es ; ~ <A sie RG * rd & : ; REC 
ee . - } picid » “3 + ae ee ai tw | H} Ih cf th 
eth . / : Se PE : SoS. zm : 3 hit] 
oe . ak y 0 od HI | 
Rec Sa . PEA J _ : A . i eee * Lite 
e Saye Ye Mt ‘ 4 : : P a : s Pra Ae s SPE in i yo es at BS é . ee ee ee en gen gM etha tee SE eS eee 
Seabees ait Sin Reed oo EPA teil ks ie 4 - Slog Eien Nw ht oh ee FO na a SO 3 Fis a : bee ahs) EE pean he BS ey oh ti ey a metas ernie. rie aati caer as ea te Se a A as - PESO Uae 


- 


—_— 


Advertising Age, June 6, 1949 


PHOTOGRAPH 
REVIEW 


HIGH AND DRY?—Dave Wolaver, ac- 
count executive with Will, Inc., Cleveland 
agency, isn’t a southpaw so this photo 
was just a falsey—as was the upper lip 
fur—to promote the new Salem mous- 
tache cup as a collector’s item and curio 
for gift shops. This cup happened to be 
a left-hand one. 


COUNCIL COPY—Charles G. Mortimer, left, chairman of the Advertising Council, and 

Ted Repplier, president, look at a blowup of the first page of the series running in « 

August issues of 32 National Comics Group publications in cooperation with the 
council. 


ALTES SIGNS FOR TV—Altes Brewing Co., Detroit, goes into television for the first 

time with sponsorship of the National Fastball League series to be telecast on 

WXYZ-TV Saturdays, effective June 11. This contract-signing group includes, left to 

right: Frank Townshend, vice-president, McCann-Erickson; Len Kamins, sales manager, 

WXYZ-TV; Francis L. Congdon, merchandising and advertising manager of Altes, and 
James G. Riddell, general manager of WXYZ and WXYZ-TV. 


” a a ia ee i Se pe eas fe 


Ee WITH JHE NEW 1949 


More Mil t 
Per Gallon MERCURY 


Bie 
4 
4 
= 
hs 
Dias, COE 


4 


PRR BE. 


TON! IS HIS BABY—R. N. W. Harris, : ' = " 4 
president of Toni Co. (wearing a “Which DEALER! ; ee 

Twin” tie) receives the first Toni doll esas sans we een : aint sits Naas A | 
from B. F. Michtom, vice-president of ‘ 4 ql 

Ideal Novelty & Toy Co., its manufac- JUNE POSTER—Lincoln-Mercury division of Ford Motor Co. is using this poster in 
turer. The doll is accompanied by a Toni 5,200 spots across the country this month to emphasize the gasoline economy story, 
Play Wave kit for washing and waving its which Mercury is hitting hard. 


hair. 


NEW YORKERS IN HOUSTON—Five presidents of the Advertising Club of New 

York got together at the AFA meeting in Houston. Left to right: Allan T. Preyer, 

Morse International; Charles C. Green, now managing director of the New York 

club; Andrew J. Haire, Haire Publishing Co., present president of the club; 

Eugene S. Thomas, WOIC, Washington; and Charles E. Murphy, general counsel to 

the AFA and other advertising organizations. All have served the New York club 
as president. 


Which Twin Hed the Tune 


WE'VE SWITCHED from 


CALVERT 


EVERYONE FLIES 


UNITED TO RENO 


ALCOHOLICS 
ANONYMOUS SCHRAFFTS UNITED AIR LINES 
48 Broad Street New York 
TIME OUT—The five men who handle promotion activities of the Berchtold, vice-president, Foote, Cone & Belding; Theodor Swan- 
Glass Container Manufacturers Institute don’t seem to be dis- son, president of Theodor Swanson & Co., public relations; 
FINANCIAL PARODY—These advertisements are from the Bond Club of New York's cussing business at this outdoor session during the institute’s con- Benjamin Wood, marketing director of GCMI; Elmo Roper, mar- 
annual “Baw! Street Journal,” burlesque financial advertising. vention in White Sulphur Springs. Left to right are: William keting consultant, and Richardson Wood, ec ic consultant. 


& 


and media director, BSF&D; Allison Monroe, Goebel account 
executive; Hugh Hole, director of radio and television, BSF&D; 
Barnum Coclidge, ad manager of Goebel, and Willard S. 


tional Association of Broadcasters, guest speakers at the club. held in Detroit. Left to right are: Herbert R. Bayle, vice-president French, president of the agency. 


FC VISITORS—John J. Karol, right, CBS sales manager and newly elected president AT GOEBEL SALES MEET—Goebel Brewing Co. advertising holds 
«' the Radio Executives Club of New York, greets Maurice B. Mitchell, left, director the attention of executives of the brewer and its agency, 
© the Broadcast Advertising Bureau, NAB, and Judge Justin Miller, president, No- Brooke, Smith, French & Dorrance, at a national sales meeting 
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Polyplastics to Lippit 

Polyplastics Co., Brooklyn maker 
of plastic letters, television magni- 
fying lens and other plastic pro- 
ducts, has appointed Jules Lippit 
Advertising, New York, to handle 
its advertising. 


Sales Executives Elect 

Gus K. Bowman, Byer & Bow- 
man Advertising Agency, Colum- 
bus, O., has been elected president 
of Sales Executive Club of the 
Columbus Chamber of Commerce. 


FNGST HES 


7éc AMERICAN LABEL CO, 


495 Sorth 


hefletd 


Junior Adclub Elects 


Jeanne Scharnberg, associate 
editor, ADVERTISING AGE, has been 
elected president of the newly 
formed Junior Women’s Adver- 
tising Club of Chicago. Other offi- 
cers are: Doris Bennett, Chicago 
Sun-Times, vice-president; Patri- 
cia Mann, Rand-McNally Co., re- 
cording secretary; and Lois Albach, 
J. Walter Thompson Co., corre- 
sponding secretary. 


Launches Dairy Campaign 


Rochester Dairy Cooperative, 
Rochester, Minn., has launched one 
of its most concentrated campaigns 
offering a free recipe booklet to 
introduce new uses for its dairy 
products. The initial campaign, 
centered on the Twin Cities trade 
territory, uses spot radio and news- 
papers. Sales promotion, support- 
ing the ad campaign, stressed 


tested new uses for the concern’s 
brand of evaporated milk. Olmsted 
& Foley Advertising Agency, Min- 
neapolis, handles the account. 


Raiser Joins Sutton 


Victor Raiser, formerly with 
Caldewell Clements, Inc., has 
joined Sutton Publishing Co. as 
sales representative of Contractors’ 
Electrical Equipment for the Chi- 
cago territory. He will cover Illi- 
nois, Indiana and Michigan, mak- 
ing his headquarters in Chicago. 


Littleton Joins United - 


J. E. Littleton, former product 
manager of American Home Foods, 
Inc., New York, has been appointed 
sales manager of the grocery and 
food section in the kitchenware 
division of United Aircraft Pro- 
ducts and an assistant vice-presi- 
dent. 


“Here’s why | 
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You want to advertise where and when your prospects have the ready 
cash. On poultry farms, that’s today—tomorrow—and every day,— 
$9,000,000 a day. Poultry farming is one of the four big segments of 
agriculture. It’s the most highly mechanized branch of farming. Right 
now, poultry farmers are needing tractors, trucks, tires, feed grinders, 
and all the other modern farm improvements. 


Poultry Tribune is the family magazine 
for half a million high income poultry 


farmers. 


Biddy. 


So take a tip from Billionaire 
Give Poultry Tribune a “boost 
to the top roost” on your Farm Maga- 
zine List. Watt Publishing Company, 
Mount Morris, Illinois. 


" 
My j 
y 


I's smart 


7 7 
— . 2 , 
; 
y 


to . 
your FARM LIST with 


start 


America; eading Spectalized FARM MAGAZINE 


ee, ilies, oe og ae # 


| Det 


E* = 


oak Be. 
~is i ea SASK at er Re Gl 


bine 


Advertising Age, June 6, 1949 


+) Lh 
SALE. 
~4 e set rs ” : 


i, Ne Aa ss Soe ee E. 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Retail business for 
the week ended May 21 was about 
5% below that for the same period 
last year, but still slightly above 
the sales in dollars for the corre- 
sponding week of 1947. 

The Federal Reserve Board’s 
weekly survey of department 
stores in 50 major cities in its 12 
districts showed that sales were 
off in all areas except the Boston 


DEPARTMENT STOR 
SALES INDEX 


1935.39 EQUALS 100 


Week to May 21, ’49*.p280 
Week to May 14, ’49*....286 


Week to May 7, *49*....293 
Week to May 22, ’48*....295 } 
Week to May 15, ’48*....293 
Week to May 8, °48*....230 
pPreliminary. 

*Not adjusted seasonally. 
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district (up 3%) and the Rich- 
mond district (where the volume 
was equal to that of last year). 

Losses were greatest in the 
southern portion of the Midwest, 
the Southwest (where severe 
floods hampered business) and 
New York State. 

In interpreting the statistics, it 
is important to note that Federal 
Reserve Board percentages repre- 
sent dollar volume, not unit vol- 
ume. Since prices of many com- 
modities are slightly lower than 
they were at this time last year, 
the actual unit loss from year to 
year is slight. 


s Moreover, for about the past 
eight weeks, dollar sales this year 
have been consistently above sales 
for 1947. If retail business has 
reached a new plateau, as some 
economists assert, such a plateau 
now tentatively appears to be 
slightly above the 1947 level 
dollarwise, and slightly below last 
year’s record volume. However, 
department store sales figures are 
but one index of retail business 
trends. 

Commerce Department surveys 
of chain store and mail-order busi- 
ness for the month of April offer 
an additional suggestion as to the 
state of the retail economy. Sales 
in both categories in April were 
$2,403,000,000, about 6% above 
the volume for the same period 
a year ago. After adjustment for 
the late Easter this year, sales 
through chain and mail order 
stores are about 2% below the 
level of last year. 

In the durable goods group, 
chain hardware store sales showed 
the greatest strength. In the non- 
durable goods group, chain drug 
stores, eating and drinking places, 
and women’s wear stores reported 
greatest increases after adjust- 


ment. 
% Change from 1948 
Week Ending 


New York District ........ —-i —o —W 
CL ne io ) | | 
Buffalo ............ ‘a ‘ 3 r0 2 
New York ........0..0.0. 76 —I1l -2 
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Philadelphia _................ 9 — ~4 
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Names Rowe & Sargent 
Hygienic Phone Service, Inc., 


New York, a weekly service of 
cleaning, sterilizing and polishing 
telephones, has appointed the New 
York public relations firm of Rowe 
& Sargent. The company is plan- 
ning a mail campaign to begin 
later in the year. 


Two Appoint Peck 

United Mills Corp., Mount 
Gilead, N. C., Realcraft slips, 
Jubilee bras, No-Hike slips and 
Gar Crest slips and brassieres, and 
M. Aron & Co., New York, Arco 
ties, have appointed Peck Adver- 
tising, New York, to handle their 
advertising. 


Losey Joins Ferguson 

H. Lane Losey, formerly with 
Batten, Barton, Durstine & Osborn 
and the advertising department of 
Cities Service, both in New York, 
has been appointed copy director 
of Courtland D. Ferguson, Inc., 
Washington, D. C. He _ succeeds 
Francis X. Timmons. 


Two Appoint Umland 

Umland & Co., San Francisco, 
has been named to handle the ad- 
vertising of Premier Paper Box 
Co., San Francisco, and San Jose 
Paper Box Co., San Jose, Cal. 


To Battistone & Bruce 

Wells Publishing Co., Leonia, 
N. J., publisher of sports books and 
Score Guides, has appointed Buat- 
tistone & Bruce, New York, (0 
handle its advertising. 
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Appliance-Radio 
Field Uses 2.6% 
of Sales on Ads 


CuicaGo—The average dealer 
paid out $2.60 for every $100 of 
net sales last year for advertising 
and promotion, according to the 
third annual nationwide cost study 
conducted by the National Ap- 
pliance and Radio Dealers Asso- 
ciation. 

That investment, tangible evi- 
dence of dealer reaction to “the 
sales challenge of the buyer’s mar- 
ket which returned in full dress 
in 1948,” was almost 24% more 
than the 1947 average of $2.10. 
Dealer members of the association 
paid out only $1.90 in ’46. 

Included in the sum are expenses 
for newspaper, radio and outdoor 
advertising, direct mail, including 
printing and postage, and window 
displays. 


s “More business with less profit” 
tells the story of the average ap- 
pliance-radio dealer’s performance 
last year, said Richard E. Snyder, 
marketing analyst who has con- 
ducted the surveys for NARDA. 
His analysis of returns from a 
sample of association members in- 
dicated that total dollar sales in 
1948 were 12% above °47, but that 
actual dollar profits of all report- 
ing dealers declined 24% in 1948 
from the previous year. 

Appliance-radio dealers’ sales, in 
dropping from a 1947 gain of 43% 
to a 1948 gain of 12%, “suffered 
relatively more of a shrinkage than 
was true of retail trade generally, 
although their 1948 gain was 
slightly better than the over-all 
average,” Mr. Snyder said. Sales 
increases for 1948 were shown by 
66% of all participating dealers, 
while the remaining 34% showed 
sales decreases from 1947. In con- 
trast, only 5% of the reporting 
dealers showed sales decreases in 
‘47. Net profits were shown by 
86% of the dealers in 1948, while 
14% reported net losses ranging 
from “insignificant” to amounts 
equal to 12% of net sales. 


s Refrigerator sales accounted for 
29% of total appliance dollar sales 
in 1948, compared with 24% in 
‘47 and 19% in ’46. Washing ma- 
chines again were second, with 
17% of total sales, about the same 
as during the previous two years. 
Ranges also held about even, ac- 
counting for 12%, which enabled 
this group to push radios out of 
third place in total volume. Radios 
dropped from 17% of total sales 
in both 1947 and ’46 to only 8% 
ast year. Vacuum cleaners also 
lropped sharply, accounting for 
mly 1.4% of the total last year, 
‘compared with 3% in both 1947 
ind °46. 

The* survey included, for the 
‘irst time, breakdowns of dollar 
ales of television sets, freezers, 
ironers and dishwashers, which 
previously had been included in 
‘he general “other sales” category. 
“he 1948 figures show that video 
sets accounted for 4.4%, freezers 
5%, ironers 2% and dishwashers 
6%, putting all four ahead of 
\acuum cleaners percentagewise. 

Trade-ins increased during the 
ear, the survey shows, and the 
ssociation said the monthly rate 
ppeared to be increasing rapidly 
uring closing months of the year. 


tosen Appoints Goehring 


Rosen Bros., New York, blouse 
nanufacturer, has appointed Jack 
roehring Co., New York, to handle 
ts advertising. 


"yrolean to Wiley, Frazee 

Tyrolean Handbag Co., New 
‘ork, has appointed Wiley, Frazee 
: Davenport, New York, to handle 
's advertising. 


Westinghouse Names 2 V. P.s 


James H. Jewell, manager of 
apparatus sales, and John M. Mc- 
Kibbin, assistant to the vice-pres- 
ident and manager of advertising 
and sales promotion of Westing- 
house Electric Corp., have been 
elected vice-presidents. Both are 
located in Pittsburgh. 


‘Look’ Promotes Howell 


Clint Howell, who joined the 
Look advertising staff in Septem- 
ber, 1948, has been appointed New 
York manager of the advertising 
department. Before joining Look, 
Mr. Howell was associated with 
the Ladies’ Home Journal. 


Memphis Adclub Elects 


Marshall J. Smith, vice-pres- 
ident of Merrill Kremer, Inc., has 
been elected president of the Ad- 
vertising Club of Memphis. Other 
officers are: Wallace Witmer, Ist 
vice-president; Robert Bratten, 2nd 
vice-president, and Plez R. Pettit, 
secretary-treasurer. 


Two Name Barol & Israel 


Barol & Israel, Philadelphia 
agency, has been named to handle 
the advertising of Gold Brand 
Mfg. Co., sporting goods manufac- 
turer, and Winston Lamp Mfg. 
ne Both are located in Philadel- 
phia. 


Sutton Names Raiser 


Victor Raiser, formerly with 
Caldwell-Clements, Inc., New 
York, has been appointed sales 
representative on Contractors’ 
Electrical Equipment, a Sutton 
publication, for the Chicago ter- 
ritory. 
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Gets Shoe Account 


Joseph Salon Shoes, Inc., Chi- 
cago shoe chain, has again ap- 
pointed Stubbs & Montgomery, 
Chicago, to direct its advertising. 
The agency had the account from 
1940-45. Newspapers and maga- 
zines will be used. 
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WKY-TV Studio on Wheels . 


There’s new magic in the heart of the Southwest! 
It’s television over WKY-TV... opening a bright new 
market for TV advertisers, right in the middle of the great 
Southwest where business is best. And it’s hitting the market 
with unprecedented impact! 

And no wonder! Because WK Y-T'V has its taproots in the 
popularity gained from WKY’s 25 years of AM broadcasting. 
It enters the market with the super sales power that only the 
call letters ‘““WKY” can give a station down here. 

This means that when you “buy” WKY-TYV, you get more 
than a picture on the kinescope. You get WKY’s prestige and 
acceptance behind every television message. 

A quick call to your local Katz representative will repay 
you with information about the few availabilities still open. 


THE WORLD'S TALLEST TELEVISION ANTENNA ... 
Built on top of the WKY-AM radio tower... 


‘OWNED AND OPERATED BY 


THE OKLAHOMA PUBLISHING CO. 
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GETS 14 
OF $20,0 


about results: 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
a year. SO, he placed a classified ad in the 
“Advertising Market Place” 
VERTISING AGE. 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one —if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 
in ADVERTISING AGE is the most resultful 
place to tell your story. 


OFFERS | 
00 JOB... 


columns of AD- 
And here’s what he said 


No. 3316. Third Annual Analysis 
of New Car Sales. 

The Cleveland Press has issued 
this detailed analysis of new pas- 
senger car sales in Cuyahoga 
County, augmented by national 
and state sales figures and com- 
mercial car sales. 


No. 3317. Iowa Farm Income. 


Data from the Census Bureau 
and Bureau of Agricultural Eco- 
nomics form the basis of this 
analysis of lowa farm income, pub- 
lished by Wallaces’ Farmer & Iowa 
Homestead. The tabulations in- 
clude county figures for 1948 and 
cash receipts by months, 1945 
through the first two months of 
1949. 


No. 3318. Wisconsin Farm Income. 

Wisconsin farmers’ cash receipts 
are shown in this tabulation for 
1948, issued by Wisconsin Agri- 
culturist & Farmer. This material 
also includes monthly figures from 
1945 through February, 1949. 


No. 3319. Standard Market Data 
for Atlanta. 

The Atlanta Constitution has is- 
sued a market folder, prepared in 
conformity with the Standard Mar- 
ket and Media Data forms of the 
Bureau of Advertising and the 
Four A’s. 


No. 3320. Circulation and Market 
Data. 

Population, business and indus- 
try, and a lot of general informa- 
tion about metropolitan Atlanta 
and the city’s retail trading zone 
are reported in this booklet pub- 
lished by the Atlanta Constitution. 
It includes an analysis of circula- 
tion by cities and towns. 


No. 3305. The Primary Markets 
for Quality Merchandise. 
This book, prepared by the mar- 
ket research department of The 


Information for Advertisers 


New Yorker, deals with the 41 
“biggest and best” markets as the 
primary trade areas of the United 
States. Data is presented on popu- 
lation, retail sales, general mer- 
chandise sales, net effective buy- 
ing income, Cadillac and Lincoln 
new car registrations and New 
Yorker circulation for each of 
these trade areas, each of which 
is also shown on a separate map. 


No. 3289. It’s a Small World. 


It’s the KMOX-mid-America 
world this brochure talks about, 
reporting that the more you look 
at it the bigger it gets. Illustrated 
with cartoon decorations and pic- 
torial area maps, the brochure 
gives some solid facts about the 
St. Louis station’s 70-county terri- 
tory—its people, industries, agri- 
culture, purchasing power and 
listenership. 


No. 3294. Producing Your Film. 


Some of the illustrations in this 
Atlas Film Corp. booklet illustrate 
scenes from films made for various 
advertisers; others, with their text, 
illustrate steps and techniques in 
the making of commercial films, 
and the services and equipment 
Atlas has available. 


No. 3295. Don’t Let Your Country 
Selling Go Up the Wrong Road. 


Country Gentleman has pub- 
lished this folder, which deals with 
readership of urban magazines 
among farm men and women and 
the extent of duplication among 
Country Gentleman readers. 


No. 3309. Steel Data File. 


This folder, issued by Steel, 
carries five data sheets, including 
information about the metalwork- 
ing market, its plants, employment 
and production, processing and 
fabrication of metals. 


NOTE: Inquiries for items listed above will not be serviced beyond July 18. 


100 E. Ohio St., Chicago 11, Tl. 


Please send me the following (insert number of each item wanted) 
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USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


RATES: 75¢ per line minimum charge $3. 


lar cord discounts on inatiiais 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 7-2063, Chicago 


Girl with circulation and promotion exp. 
Good at detail. Give past exper. Write: 
Box 2490, ADVERTISING AGE 
ae E. Ohio St., Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


ART DIRECTOR - RETAIL 
Are you interested in California, in an 
outstanding retail job of agency caliber? 
Must have knowledge production, art and 
top layout. Excellent spot. 
The Broadway 
Los" Angeles, California 


Advertising ‘sequence head needed by large 
accredited journalism school. Experience 
and B.A. degree essential; graduate de- 
gree desirable. Excellent working con- 
ditions, good equipment. 

Box 2494, ADVERTISING AGE 

__ 100 E. Ohio St., Chicago | 11, I. 


wy ~ WANTED 
Editor who knows heavy construction field 


«| intimately to assume full editorial charge of 


construction publication with national dis- 
tribution. Excellent opportunity with well- 
known business paper publishing firm. 
Box 2496, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Chicago trade publication with two week- 
lies and two dailies has opening for head 
of advertising makeup department. Good 
opportunity for mature woman or man 
content with steady but static spot. 
Box 2498, ADVERTISING AGE 
__100 E. Ohio St., Chicago 11, Lt oe 


COPYWRITER 
Part time work in Chicago 
Box 2499, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Exceptional opportunity for space sales- 
man, 2-3 years experience and doing well 
now, to take over publisher’s Chicago ad- 
vertising office. Sketch educational and 
business background; mention new ac- 
counts sold during past year or two. All 
replies and interviews confidential. 

Box 2500, ADVERTISING AGE 

100 | E. Ohio St., Chicago 11, 1 Lue 


~ POSITIONS | WANTED 
U. of Wis. 


Commerce grad. June ‘49 De- 
sires job with agency or manufacturer. 
Interested in training program or what 
have you. Anxious to learn. Money not 
primary consideration. Available July 1. 
Box 2491, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR, LAYOUT MAN, desires 
position with agency or manufacturer, 
complete agency art and creative exper. 
Box 2492, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING and SALES “PROMOTION 
EXECU TIVE with CREATIVE “PUNCH” 
A real “heavy-weight” who can absorb 
responsibility. A “‘battle-wise” copy man 
with fresh ideas. A creative thinker who 
knows best methods of “attack”. An ex- 
ecutive who can step in, organize and ‘ ‘de- 
liver’’.. Age 34. $8,000-10,000 bracket. 

Box 2493, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ART TRAINEE June high school graduate, 
female, wants work in commercial art, 
studio or agency. Willing start as “‘in- 
experienced” and learn. Pasteups, errands, 
a chance to learn business. 

Box 2486, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Space Salesman Available - Sales last year 
$80,000. Aggressive for new business. 
Widely known in Chicago territory. Col- 
lege graduate. 

Box 2478, ADVERTISING AGE 
Chicago 11, Lt 


100 E. Ohio St., 


Advertising ‘Assistant—4 years copy, prc pro- 
duction—agency, retail. Know layout, 
type. Right hand man for busy executive. 
Box 2497, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


ADVERTISING ASSISTANT 
Five years exp. Know copy, layout & pro- 
duction. Age 26. Excellent refs. Chicago. 
Box 2501, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


John Andrews, L.. Dodge, Omaha, Nebr. 


EXCEPTIONAL OPPORTUNITY IN 
PUBLIC-LABOR RELATIONS 


A leading national package 
goods advertiser with head- 
quarters in Chicago, is seek- 
ing an experienced public re- 
lations man with knowledge 
of labor relations. Write full 
details of experience, salary 
requirements, and photograph. 
Your reply will be considered 
in strictest confidence. Box 
7373, ADVERTISING AGE, 
- E. 47th St., New York 17, 
o Be 


WANTED ...ARTIST 


Experienced in creating point of pur- 
chase displays. Must be capable of 
making attractive comprehensives. 


Great Lakes Press Corp. 
439 Central Avenue Rechester 5, N. Y. 


insertions ond: spoce. over 5: 


Cosh with 


echoes apply on dhotes 


REPRESENTATIVES AVAILABLE 


Publishers Representative, location Cleve- 
land, covering Ohio, W. Pa., W 


will represent additional industrial or 
trade papers in this area. References 
furnished. 


Box 2495, ADVERTISING AGE 
100 E. hie | ‘St., _ Chicago 11, mi _ 


NOTICE — PUBLISHERS 


Modern, well equipped printing 
plant conveniently located out- 
side Metropolitan New York, 
excellent transportation facili- 
ties, can offer attractive prices 
and good service for magazines, 
House Organs and Catalogs — 
Box 7359, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 
11, Ill. 


UNUSUAL OPPORTUNITY 


A six-man, down state Illinois advertising 
agency wants a man, wan in his 
middle or late 20's, wi 2 or 3 years’ 
agency experience in medium or larger 
size agency. He’s a good copy writer, has 
enthusiasm, energy, knows somethin 
about production, planning and genera 
agency procedure. He believes his prog- 
ress will be faster with a smaller progres- 
sive agency in a smaller city. e will 
accept a reasonable starting salary for 
wider elbow-room and assurance of ra —~ 
growth in position, responsibility and 
come, if he’s of “second- ie-cmmand” 
timber. He'll send us a complete resumé 
including age, education, experience, mar- 
ital status, minimum starting salary necds, 
etc. Address Box 7372, Advertising Age, 
100 E. Ohio St., Chicago 11, Tl. 


‘DONT USE 
MY NAME, 
BUT...” 


“My classified ad in 
ADVERTISING AGE’s ‘Ad- 
vertising Market Place’ 
was so successful that I 
have decided to run it 
again. Please repeat the 
same copy; I am enclosing 
check in payment. While 
I don’t want you to use 
my name, you can say 
that ADVERTISING AGE 
has pulled about 2 to 1 
over another paper with 
a higher rate.” 


Yes, you do get results 
—lots of results —— when 
you tell your story to the 
top men in advertising 
through ADVERTISING 
AGE's “Advertising Mar- 
ket Place.” It’s the place 
everybody looks for jobs, 
for men, for office equip- 
for mailing lists, 
business opportunities, 
goods and services. It's 
the number one place to 
tell your story if you want 
results! 


ment, 
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94,000 Research 
Reports Issued 
by ARF in “48 


New YorkK—During 1948, ap- 
proximately 54,000 copies of }e- 
ports were published by the Ad- 
vertising Research Foundation. 
which expanded its activities into 
Canada, organized its first maga- 
zine audience study, launched two 
new continuing studies in the VU. 
S., and supplied advertisers, agen- 
cies and media groups with more 
research data than in any previous 
year, the foundation’s annual re- 
port for 1948 discloses. 

Prepared by Board Chairman H. 
M. Warren, vice-president, Na- 
tional Carbon Co., the report shows 
that 25,000 reports were made for 
the organization’s Continuing 
Study of Newspaper Reading; 19.- 
000 were farm publication study 
reports, 6,000 were for the trans- 
portation advertising study, and 
4,000 for the weekly newspaper 
study. 

More than 100 advertising 
agency and media executives, it 
is stated, served without remun- 
eration on the foundation’s board 
and technical committees in a co- 
operative effort to advance im- 
partial advertising research. 


w At the request of the Associa- 
tion of Canadian Advertisers and 
the Canadian Association of Ad- 
vertising Agencies, the foundation, 
during the past year, supervised 
research studies in Canada. A 
study of transportation advertising 
was made in Winnipeg, Man., and 
arrangements have been made to 
measure the readership of 11 of 
Canada’s leading magazines in a 
nationwide survey to be completed 
this year. Seven English and four 
French magazines will participate 
in the $75,000 study. 

Highlighting U. S. surveys dur- 
ing the past year was completion 
of Study No. 1, which was an ex- 
amination of the Oct. 15, 1948, is- 
sue of Automotive Industries, 
which is said to have been the most 
complete survey ever made of a 
business paper, and which pro- 
vided readership data never be- 
fore available. 

The Continuing Study of News- 
paper Reading, it is said, main- 
tained a normal schedule of ten 
surveys a year. Circulation of the 
ten papers averaged 77,000 as 
against 59,000 for those studied 
the previous year. 

Four reports were published for 
the Continuing Study of Farm 
Publications, and two additional 
surveys were made. The Con- 
tinuing Study of Transportation 
Advertising marked its fifth year, 
says the report, by making a tech- 
nical improvement in its research 
procedure and by conducting its 
first survey of a small-city market 
—Johnstown, Pa. Field work wes 
completed also on a third study. 


a The foundation worked actively 
during the year with five adver- 
tising and six media organization.. 
The first group included the An- 
erican Association of Advertisir 2 
Agencies, Association of Nation: ! 
Advertisers, Association of Can- 
adian Advertisers, Canadian A:- 
sociation of Advertising Agenci:s 
and the National Industrial Ac - 
vertisers Association. 

Cooperating media groups we)° 
the Bureau of Advertising, N:- 
tional Association of Transport: - 
tion Advertising, Agricultural Pul - 
lishers Association, Associated Bu: - 
iness Papers, Weekly Newspapc: 
Bureau of the National Editori: | 
Association, and the Magazine Re 
search Group of Canada. 

The foundation retained si? 
commercial research companies 


Publication Research Service, fo 
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the Continuing Study of News- 
paper Reading and the weekly 
iewspaper study; Alfred Politz 
tesearch, Inc., for the Continuing 
Study of Transportation Advertis- 
ing; Psychological Corp., for the 
Continuing Study of Farm Pub- 
lications; Alderson & Sessions, for 
the business paper study; Gruneau 
Research Ltd., for the Canadian 
transportation advertising study, 
and Canadian Facts Ltd., for the 
Canadian magazine study. 

The foundation reports its total 
revenue for the year as $243,312.- 
17, the largest for any year since 
its incorporation in 1936. The foun- 
dation was created in that year to 
promote greater effectiveness in 
advertising and marketing through 
impartial research. It is sponsored 
jointly by the Four A’s and ANA. 


Whittaker Launches 
Pixie Wrist Camera 


Los ANGELES—A new camera, 
small enough to be worn on the 
wrist, will be sold nationally by 
Wm. R. Whittaker Co. Called the 
Pixie, the camera uses a magazine- 
load film, has f.6.3 color-corrected 
lens and three diaphragm stops, 
and it has a wrist strap so it may 
be worn like a wrist watch. It re- 
tails at $4.95, including tax. 

Film for the Pixie will be pro- 
cessed by Whittaker, as is film for 
Whittaker’s earlier Micro 16 cam- 
era. Buyers pay $1.29 for a maga- 
zine of film and the charge covers 
processing of 14 2%4x3” prints. 
Color prints are three for $1. 

Distribution will be through 
drug, jewelry, department and 
variety stores. Advertising in each 
market will open with large-space 
co-op ads, followed by 1,000 and 
600-line company newspaper in- 
sertions. Retailers ordering a dozen 
or more Pixies get a sales kit that 
includes ad mats, point-of-sale dis- 
plays, a counter folder, etc. 

W. B. Geissinger & Co. here has 
handled the account since design 
of the tiny camera was worked on 
and has aided in product design, 
packaging and subsequent promo- 
tion. 


‘Cleveland Shopping News’ 
Uses Perforated Coupons 


In a series of couponed ads for 
John F. Jelke Co. (Good Luck 
margarine), Simoniz Co. and Pratt 
& Lambert, Inc., the Cleveland 
Shopping News perforated coupons 
in the ads as the paper went 
through the press, thus making 
them easier to tear out. The new 
device was available at no extra 
cost. 

The first coupons were keyed 
so that a comparison could be 
made of results obtained through 
ise of the perforated coupons and 
regular coupons appearing in other 
cities. 


Gardner Resigns As Partner 
to Open Own Ad Agency 


H. M. Gardner has withdrawn 
rom the Ross, Gardner & White 
\dvertising Agency, Los Angeles, 
‘oO open his own agency under the 
ame H. M. Gardner & Associates, 
\vith offices at 1250 Wilshire Blvd., 
los Angeles. He takes with him 
oll the accounts he had been ser- 
Vicing, including Given Mfg. Co., 
nterstate Restaurant Supply Co., 
ok-O-Rol Corp. and others. 

Ross, Gardner & White will con- 
‘inue to operate under the same 
ame as a partnership between 
‘dward B. Ross and William B. 
chweit. 


Coronet’ Names Buggeln 
Advertising Manager 


Robert F. Buggeln, for the past 
our years advertising director of 
he New York Herald Tribune, has 
een appointed advertising man- 
ger of Coronet, effective July 5. 
Mr. Buggeln was with the Herald 


“ribune for 16 years and, before|f 


is appointment as advertising di- 
ector, was display advertising 
lanager. Prior to that he was a 
rember of the sales staff of the 
‘ew York Sun. 


OF FABULOUS NORTHEAST 
TEXAS RECEIVE AND | 


‘Kead the Howr | 


IN THE EARLY MORNING EACH DAY! | 


With the big Union Terminal just across the street 
..with a fleet of high-speed trucks, all of which 
can be loaded simultaneously at our mammoth 
new loading docks..The Dallas Morning News is 
rushed to readers in the thirty-seven counties of 
Northeast Texas at approximately the same time 
it is delivered to the people in the city of Dallas 
each morning. 


Over 23,625 motor cars, from over this territory, 
enter Dallas daily. Considering two people to the 
car..the equivalent of about twice the city’s 
population drives in each month to do business 
..to shop in Dallas. The News helps them plan 
same-day purchases. \ 


* Northeast Texas is a fabulous area 
... Texas’ leading center of banks, 
insurance, industry, fine stores and 
recreation. Sell the readers of The 
Dallas Morning News and you’ve 
sold the Dallas Market! 


CRESMER & WOODWARD, INC. 
Representatives: 
New York, Chicago, Detroit, 
San Francisco, Los Angeles 
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WIJAR-TV Joins NBC 

WJAR-TV, Providence, has 
signed a contract with National 
Broadcasting Co., bringing to 40 
the number of TV stations affili- 
ated with NBC. WJAR-TV was 
set to go on the air June 5. 


Two Appoint Carter Agency 

Swears & Wells, Toronto furrier, 
and Sherman’s of Toronto, have 
appointed Garry J. Carter Adver- 
tising, Toronto, to handle their 
advertising. 


Nations to ‘Herald-American’ 


Karl Nations has been appointed 
classified advertising manager of 
the Chicago Herald-American. He 
was formerly with the Washington 
Post in a similar capacity. 


SAVE ON OIL TRADE MEDIA 


survey ABC, CCA, oll 
give multiple, over- 
ce (breakdown 


Authenticated 
g ) by 


readership 

pooas mpartial. To 
apping readers. eren: 

divisions. 


states, buyers, in 4 
duly is. mail cost. rite for details. 


LESLIE BROOKS & ASSOCIATES 


McBirney Bidg. Tulsa, Okla. 
Oil Field Research Specialists 


Sometimes advertising agencies 
find their most “logical” accounts 
slow in signing. This spring, Ken- 


yon & Eckhardt finally landed 
Anaconda Copper, and Fuller & 
Smith & Ross got Sherwin-Wil- 
liams paints. 

Thomas D’A. Brophy, chairman 
of K&E, was vice-president of 
Anaconda Sales Co. 20 years ago, 
before joining forces with Henry 
Eckhardt and Otis Allen Kenyon. 
Harry Dwight Smith was assistant 
to the president and in charge of 
advertising of Sherwin-Williams 
before he launched the nucleus of 
F&S&R in 1907. 


North Star Woolen Mill Co., 85- 
year-old Minneapolis blanket man- 
ufacturer which distributes na- 
tionally and advertises extensively 
through Batten, Barton, Durstine 
& Osborn, plans to discontinue op- 


. 


erations in the Minnesota city and 
move its factories to Lima, O. 
State, county and city taxes there 
are prohibitive for a woolen tex- 
tile plant, according to W. G. 
Northup, president. 

Even Pillsbury Mills, mainstay 
of manufacturing in the city along 
with General Mills, has expressed 
similar desires periodically, but 
thus far has continued its major 
operations in Minnesota. 


Some newspaper representatives 
have been a bit provoked at AA’s 
publication (May 9) of the 70 pro- 
ducts advertised on the American 
Newspaper Advertising Network. 
They claim that “you can’t find a 
single account which the ANAN 
has sold”; that these products 
would have been in newspapers, 
and probably ANAN newspapers, 
anyway. 


totow any Will ustener 


---to town 


$0,000 WATTS * 


CLEAR CHANNEL * 


© CONSUMER 


PREFERENCE 


There are millions of WSM listeners, in a circle 
with many hundreds of miles radius. They are all 
kinds of people—urban, rural, rich and poor. 


Pick any family, or any hundred families—and 
follow them to town. Watch them buy. Then check 
what they have bought against the list of WSM 
sponsors—and you'll see what we mean when we 
talk about the exceptional pulling power of WSM. 


Then ask those families why they buy from the 
WSM list, why is it so definitely their shopping 
guide? The answer will be very simple. “We've 
been listening to WSM for a right long time, now, 
and we never have had cause to disbelieve any- 
thing we hear on it.” Is there, anywhere, a more 
powerful background for selling? 


HARRY STONE, Gen. Mgr. + IRVING WAUGH, Com. Mgr. EDWARD PETRY & CO., National Rep. 
650 KILOCYCLES * NBC AFFILIATE. 


These representatives say that 
the ANAN merely told the adver- 
tisers that “we can get it for you 
wholesale.” The “wholesale” re- 
fers to ANAN’s volume-and-conti- 
nuity discount structure. 


American Tobacco Co. is plan- 
ning a newspaper campaign for 
Lucky Strike cigaret, through Bat- 
ten, Barton, Durstine & Osborn, 
using a somewhat broader list than 
the 400 scheduled last year. The 
company, however, does not plan 
to return to its former every-daily- 
in-the-country list. 


Doubleday Wins 
Adclub Award for 


‘Crusade’ Promotion 


New YorK—The Publishers Ad- 
club annual awards were pre- 
sented May 25, with top prize go- 
ing to Doubleday & Co. for “Cru- 
sade in Europe.” 

The contest, sponsored by the 
club and Publishers’ Weekly, is 
divided into four categories—for 
advertising campaigns budgeted 
over $10,000; $5,000-$10,000; $1,- 
500-$5,000; and under $1,500. 

Along with “Crusade” in the 
over $10,000 class, honorable men- 
tion went to Simon & Schuster for 
“Shake Well Before Using,” “Wine, 
Women and Words” and “West- 
ward, Ha!” 

In the $5,000-$10,000 group, 
MacMillan won for “Furniture 
Treasury,” with honorable men- 
tions for Rutgers University’s 
“Gettysburg” and Crown Publish- 
ers’ “Treasury of Jewish Folklore.” 

In the $1,500-$5,000 class, Ox- 
ford University’s “Land of the 
Crooked Tree” was the winner, 
with Doubleday’s “Larks in the 
Popcorn,” Random House’s “St. 
Nicholas Anthology” and Whittle- 
sey House’s “Throw Me a Bone” 
winning honorable mention. 

In the under $1,500 class, “An- 
atomy of Paradise,” published by 
William Sloane Associates, won 
the prize, with “Federal Prose,” 
published by the University of 
North Carolina Press, winning 
honorable mention. 


a Twenty-two publishers submit- 
ted 44 campaigns in this year’s 
contest. “Crusade” went on the best 
seller list immediately after publi- 
cation and sold more than 500,000 
copies in its first month. Its cam- 
paign was the work of Jerry 
Hardy, Doubleday’s advertising 
manager, and Russel Hamilton, 
vice-president of Franklin Spier, 
Inc. 

The judges for this year’s com- 
petition were C. B. Larrabee, pub- 
lisher of Printers’ Ink, E. F. 
Thayer, former publisher of Tide, 
and James Nelson, director of ad- 
vertising and promotion of Na- 
tional Broadcasting Co. 


Amm.-i-dent Sales Gain 
15,000% in 6 Months 


Block Drug Co., Jersey City, re- 
ports the sale of Amm-i-dent 
ammoniated tooth powder since 
January has increased more than 
15,000%, with demand still on 
the rise. 

The company also reported it is 
able to produce and distribute as 
much Amm-i-dent as the market 
calls for. “By the end of March 
our output had been accelerated 
to a point where one day’s pro- 
duction equalled our entire sales 
for the month of January,” Mor- 
ton Freeman, manager of the pro- 
duction planning department at 
Block, said. 


Jameson Appoints Baer 


Sam M. Baer has been appointed 
Chicago manager for Gallagher & 
Burton’s whiskies for William 
Jameson & Co., New York. Jame- 
son is reopening the Chicago terri- 
tory. The company operated in 
Chicago prior to the war but did 
not feature its Gallagher & Bur- 
ton’s Black Label blended whisky. 
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HOW BLACK 


should a black cat g be’ 


Not an “ink-spot,” without the 
sheen of silky fur and bristling 
whiskers. A WESTON Exposyre 
Meter insures getting clear, Bfil- 
liant pictures with every tone per- 
fect, every time you use your still 
or movie camera. Correct color 
pictures, too. See the WESTON at 
your photo dealers today. 


MAKES IT SIMPLE—In its latest exposure 
meter campaign, running in national 
magazines and photographic publica- 
tions, Weston Electrical Instrument Corp. 
gets away from technical-sounding copy 
with a series designed to attract amateur 
photographers as well as professionals. 
G. M. Basford Co., New York, is the 
agency. 


Sykes Rejoins ‘Tribune’ 


James W. Sykes, former vice- 
president and Pacific Coast man- 
ager of Sawyer-Ferguson-Walker 
Co., newspaper representative, has 
been appointed classified display 
advertising manager of the New 
York Herald Tribune, effective 
June 20. Mr. Sykes was previously 
with the Tribune for 19 years, 
starting as a parttime messenger 
in 1926 while still in high school. 
He left the Tribune in 1943 to 
join Sawyer-Ferguson-Walker Co., 
opening its West Coast offices in 
San Francisco. 


To Wilson, Haight & Welch 

Galileo Corp. of America, New 
York, North American distributor 
for Officine Galileo, Florence, 
Italy, manufacturer of the Condor 
I 35 mm. camera, has appointed 
Wilson, Haight & Welch, New York, 
to handle its advertising. 


Joins Goold & Tierney 


Gene Thomas, former account 
executive of Fuller & Smith & 
Ross, New York, has joined the 
creative staff of Goold & Tierney, 
New York. 


Yep ... when direct mail 
loads, heavy layout, copy 
or production problems get you 
down ... pass the buck! 
That's right, pass the overlocd 
on to us for speedy, efficient 
and top-notch service at con 
siderate fees. From ideas tc 
completed job, call on us ‘> 
day. 
® Direct Mail Programs 
® Point of Purchase Progros 
® Dealer Aid Presentations 
® Layout Service 
® Ideas 
® Radio and Television Com- 
mercials 
® Agency Presentations 
® Catalog Service 
CA LuMmeET 5-7590 
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Benton Urges 
New Council on 
Merchandising 


Anglo-American Group 
Would Study Problems 
of Selling, Promotion 


Lonpon—Creation of an Anglo- 
American Council on Merchandis- 
ing, as a kind of “cooperation in 
competition,” was suggested by 
William Benton, chairman of En- 
cyclopaedia Britannica, Inc., before 
the American Chamber of Com- 
merce here May 26. 

Such a council, said the former 
Assistant Secretary of State and 
agency founder, would be a logical 
corollary to the Anglo-American 
Council on Productivity, and would 
help Britain solve its major eco- 
nomic problem—how to earn dol- 
lars by stimulating British sales 
to the United States. 

“I would hazard the guess that, 
as in the case of the Council on 
Productivity, we in America can 
teach the British some things—and 
we will discover we can learn a 
good many, too—and both coun- 
tries can profit from a mutual 
exploration of problems of selling 
and promotion,” Mr. Benton de- 
clared, adding that “I have reason 
to believe that important groups 
in the U.S. would welcome the 
creation of such a Council on Mer- 
chandising.” 


s Britain not only can compete 
in selling, he said, but can outdo 
the United States if it applies itself 
to the task. “Selling depends on 
brains and aggressiveness,” he 
said. “The British have plenty of 
the one and are cultivating the 
other. 

“The British manufacturer can 
not only master American adver- 
tising and sales promotion tech- 
niques, but, in my opinion, by 
brains and aggressiveness he can 
improve upon them. He can learn 
to tailor his products for the Amer- 
ican market, and to design them 
and package them so that they 
will win dollars by the thousands 
of millions. The market is in the 
United States because the dollars 
are there.” 

Of the anticipated $5 billion in- 
crease in European exports be- 
tween 1947 and 1952, only $1 bil- 
lion of the increase is forecast 
from sales to the U.S., Mr. Benton 
said, and “this is a gross underesti- 
mation of the potential” because 
U.S. citizens have a record $414 
billions to back up their spending 
this year—“if they can be per- 
suaded to spend their dollars.” 


= Not only is U.S. income at an 
all-time peak, but during the past 
‘ight years “of easy business many 
ff our manufacturers have grown 
oft and fat. Many are vulnerable 
0 aggressive competition. Many 
ave forgotten how to sell.” 


While it may “sound unrealis- 
tic,” Mr. Benton said he believes 
U.S. business men are now trying 
to say to their British friends: 
“We will help you to your feet. 
Then as business men we will fight 
it out, in every market, including 
our own, for our individual benefit 
and our two countries’ benefit and 
for the world’s benefit.” 

World economic development 
benefits all nations, Mr. Benton 
declared, but the composition of 
world trade will ‘undergo impor- 
tant changes as less industrialized 
areas acquire productive facilities. 


s “The simple exchange of manu- 
factured goods for foods and raw 
materials will decline,” he con- 
tinued. “Trade in semi-manufac- 
tured goods will increase. The 
whole mechanism of trade will be- 
come more complex. In this process, 
the advanced manufacturing na- 
tions will gain in trade as back- 
ward areas develop. But they must 
abandon, as rapidly and sensibly 
as possible, the production of goods 
that can be made more economi- 
cally elsewhere, and must empha- 
size the production of goods which 
require complex manufacturing 
skills, large amounts of capital and 
new technology.” 

The former Benton & Bowles 
principal said he was glad to give 
a “plug” for advertising, “the bus- 
iness in which I was engaged prior 
to 1936, and which provided me 
with my first capital.” He quoted 
Thomas McCabe, chairman of the 
Federal Reserve Board, to the ef- 
fect that “Advertising is to mer- 
chandising what electricity is to 
production.” U.S. advertising ex- 
penditures today are running at 
only 1.8% of national income, he 
said, in contrast to half-century 
average of 3% or better. 


Kimberly-Clark Names 3; 


Coosa River Appoints 2 
Kimberly-Clark Corp., Neenah, 
Wis., has appointed Lawrence 
Stedman eastern district represent- 
ative for the company .in New 
York. John B. Catlin has been 
named to succeed Mr. Stedman as 
divisional sales manager of book 
paper, and A. G. Sharp has been 
made administrative assistant to 
the vice-president. ae 
Ralph M. Watt, eastern district 


Offers New Merchandiser 


Black & Decker Mfg. Co., Tow- 
son, Md., has developed a mer- 
chandiser for use by retailers to 
promote Home-Utility electric 
tools. It will be offered as part of 
a packaged merchandising deal by 
which the dealer receives the dis- 
play unit and a stock of tools and 
accessories. Measuring 54” x 29”, 
the base of the merchandiser will 
fit all standard hardware store 
counters and can be easily trans- 
ferred from the store display fix- 
ture to become a window display. 


Appoints Honig-Cooper 


Honig-Cooper Co., Los Angeles, 
has been named to handle the ad- 
vertising of Mission Orange Bot- 
tling Co., Los Angeles. A campaign 
using newspapers and outdoor 
posters will be backed by mer- 
chandising and point-of-purchase 
material. 


‘Country Guide’ Names Hunt 


Country Guide, Winnipeg, Man., 
has named J. N. Hunt & Asso- 
ciates, Vancouver, as its advertis- 
ing representative in British Co- 
lumbia, effective June 30. 


Marketers Elect Mason 


Industrial Marketers of Detroit 
has elected John Mason, assistant 
to the merchandising manager of 
Carboloy Co., president. Other of- 
ficers elected are: Warren R. Dix, 
advertising manager of steel floor 
division of Great Lakes Steel Corp., 
vice-president; Charles H. Keller, 
vice-president of Hopcraft-Keller, 
Inc., treasurer, and Ivan A. Hor- 
ton, advertising manager of Morse 
Chain Co., secretary. 


Ontario Admen Elect 


Wesley W. McGregor, account 
executive of Ronalds Advertising 
Agency, has been elected president 
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of the Industrial Advertisers As- 
sociation of Ontario. Other of- 
ficers elected are: Vice-president, 
Allan E. Ross, Goodyear Tire & 
Rubber Co.; secretary, Wm. J. 
Rogers, advertising manager of 
United Steel Corp., and treasurer, 
Edward J. Beatie, Anaconda Amer- 
ican Brass Ltd. 


‘Sun’ Appoints Kibrick 

Robert R. Kibrick, formerly in 
the promotion-research depart- 
ment of the New York Sun, has 
been appointed research manager 
of the newspaper, succeeding 
Thomas W. Black, who has joined 
Owen & Chappell, New York, as 
research director. 


( 
Caperl Th 


Cincinnati Auto Service, downtown 


representative of Kimberly-Clark, |i ; 


has been named sales vice-presi- 
dent of Coosa River Newsprint Co., 
now under construction in Coosa 
Pines, Ala., and under the manage- 
ment of Kimberly-Clark. W. W. 
Cross, of Kimberly-Clark, has been 
appointed sales manager of the 
newsprint company. 


Westinghouse Boosts Kramer 

Elbert Kramer, formerly dis- 
trict appliance sales promotion 
manager of the Westinghouse Elec- 
tric Supply Co., Los Angeles, has 
been named district sales promo- 
tion manager for southern Cali- 
fornia, with headquarters in Los 
Angeles. 


Names MacDonald-Cook ~ 

MacDonald-Cook Co., Chicago, 
has been retained to handle the ad- 
vertising of Kirsch Co., Sturgis, 
Mich., manufacturer of venetian 


blinds and drapery hardware. 
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BUYING POWER 


@ First in Value 


Send for this FREE Book containing 
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FURNITURE AGE 


; MONTHLY BY THE H.O. RENO COMPANY 
753 N. BROADWAY * CHICAGO 40, ILLINOIS — 


6432 CASS AVE., DETROIT 


ce AUTO REPAIRING 
ZMHOTOR ¢ BRAKE <n 


@ First in Reader Response 


@ First in Paid Circulation 
— Over 100,000 Paid 


keting information on the Automotive After Market. 


22 EAST 12th ST., CINCINNATI 
1501 BROADWAY, NEW YORK 
141 W. JACKSON CLVD., CHICAGO 


639 S$. WILTON ST., LOS ANGELES 


ay 
AUTO POINTING 
4950 


Cincinnati, Ohio, employs 7 mechanics. 


One of the more than 100,000 garages 
who buy Automotive Digest each month. 


valuable mar- 


Paid Circulation is Responsive Circulation. Automotive Digest has 


the largest paid circulation of any automotive publication. It's 
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Bankers Produce 
Educational Film 


The American Bankers Asso- 
ciation has produced the first in 
a series of motion picture films 
designed for educational use in 
high schools. The first film, “Pay 
to the Order Of,” showing school 
children how to write and en- 
dorse checks, etc., has been pro- 
duced by the association’s adver- 
tising department under the di- 
rection of the association’s public 
relations council. 

Sample prints of the new film 
will be available for demonstra- 
tion to various banking groups by 
state bankers associations. Distri- 
bution planned for actual use in 
the schools, suggested by the ABA 
public relations council, is the 
purchase of the film by banks for 
donation to local schools. 


Westinghouse, Paramount 
Plan Movie Tie-Up Program 

Westinghouse Electric Corp. and 
Paramount Pictures have signed 
for a nationwide movie tie-up io 
include national magazines and 
10,000 dealer displays. Featured 
will be both pictures and individ- 
ual stars. Westinghouse national 
advertising will show studio use 
of its appliances as well as their 
installation in the homes of stars. 

Covered by the tie-up will be 
the full line of Westinghouse ap- 
pliances, comprising 21 items, in- 
cluding the new kitchen laundry. 
Both organizations will cooperate 
to merchandise the tie-ups. 


Todd Adds PR Department 


Coleman Todd & Associates, 
Mansfield, O., has established a 
public relations department. 


Retailers Complain Bitterly 
about PX Stores’ Prices 


WASHINGTON—Delegations of an- 
gry retailers have been telling a 
House armed services subcommit- 
tee about brand name goods—such 
items as Thor ironers and wash- 
ers, Crosley refrigerators and Mac- 
Gregor sportswear—available at 
military PX stores at less-than- 
advertised prices. 

Total domestic PX sales amount- 


By STANLEY E. COHEN, Washington Editor. 


ed to $251,000,000 in 1948. Re- 
tailers protest that the PX sales 
are tax free; and that their PX 
“competitor” has a government 
subsidy in the form of free 
light, heat and rent, free transpor- 
tation, and sometimes free help. 
P. J. McNeel, San Antonio jew- 
eler, came up to tell his story. He 
had taken a $5 deposit on a Lord 
Elgin strap watch. Total retail 
price $84, including tax. The de- 


cup of coffee . 


' T HE STAR is as much a-part-of the after dinner 
picture in Washington homes as a fragrant 

. . and, judging by many facts, 

as enjoyable a part. 

Take circulation: 80% of The Star’s circulation 


is home-delivered. 95.5% of The Star’s circula- 
tion is within the Retail Trading Zone. 


Take 


e 


Vik ik ete 
VS thas SS 


AD 


4 - 
ASO 


eee a SS 


SE RN < cR e  O RR e k ca:  eith  Sa—a it iaicmaa 


- ee ae 


=> 


After Dinner Habit ... Washington, D. C. 


When you have something to sell in the Nation’s 
Capital, advertise it in the well-read, highly- 
regarded Star—Washington’s dependable news- 


paper habit. 


* No. 126, Continuing Study of Newspaper Reading, con- 
ducted by the Advertising Research Foundation, Inc., in 
cooperation with the Bureau of Advertising of the American 


Newspaper Publishers Association. 


advertising: The Star (Evening and Sunday) ran 
a record-breaking 33,085,982 lines of advertising 
in 1948—41% more than its nearest competitor. 
Take readership: a recent CSNR study* showed 
above-average figures for both men and women 
in many news and feature categories; national 
advertising scores ranked among the highest 
recorded to date. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Member: Bureau of Advertising ANPA, Metropolitan Group, 
American Newspaper Advertising Network, Inc. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, WMAL-FM, 


AND WMAL-T/ 


Advertising Age, June 6, 1945 


posit had to be returned; the cis- 
tomer obtained the identical wat :h 
at Post Exchange for $45, no tex. 

Retailers saluted R. W. Howard, 
Oakland baby furniture manufac- 
turer, who refused to sell at cit 
price through the ship’s service 
store at Treasure Island naval st:.- 
tion. 

“Giving discounts to one and not 
to another is a differentiation that 
soon catches up with a merchant 
and creates ill will,” Mr. Howard 
wrote the PX procurement o!- 
ficer. 

as ee 


Well-intentioned congressmen 
find it hard to make up their 
minds about higher postage rates. 
The administration wants the in- 
crease. It had included $250,000,- 
000 of new postal revenue in the 
“income side” of the 1950 federal 
budget. 

But congressmen don’t fool easy: 
$250,000,000 of new postal revenue 
is not $250,000,000 less postal defi- 
cit. Postal workers have a good 
case for additional vacation and 
sick leave benefits; if rates are 
raised, Congress will find it next 
to impossible to refuse benefits 
which will all but wipe out the 
revenue gain 

i om | 


According to Federal Security 
Administration, elderly couples 
can “get by” on $1,830 in Wash- 
ington, slightly less elsewhere. The 
FSA budget provides “a modest 
but adequate” standard of living. 
It is about half as large as the 
budget for a city worker’s family 
issued last year by the Bureau of 
Labor Statistics. 
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The Senate is going along on a 
full dress investigation of lobby- 
ing, including lobbying by govern- 
ment agencies. Investigators will 
probably concentrate on the tug- 
of-war over public housing and 
health insurance. But don’t be sur- 
prised if they give the publishing 
industry the once-over. The FBI 
is assembling a file on publishing 
industry efforts to check postal 
rate legislation. 
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Nearly 18 months ago, Federal 
Trade Commission warned that the 
word “free” must not be used in 
ads unless the offer is entirely 
without striigs. Before long, the 
commission may have to go into 
court and defend its position. 

-A major “free” case involving 
ads of Book-of-the-Month Club 
now awaits a trial examiner’s de- 
cision. By fall, FTC itself should 
issue a final verdict. If the com- 
mission persists in blocking the 
book club’s use of “free,” the mat- 
ter may be headed for a court test. 

a om | 


The Secretaries of Commerce 
and Labor exchanged niceties the 
other day. In an address to the 
Iron and Steel Institute, Commerce 
Secretary Charles Sawyer paid 
tribute to labor leaders “who have 
risked their careers” by resisting 
the infiltration of communists. 
Shortly afterwards, Labor Secre- 
tary Maurice Tobin issued a special 
statement urging Congress to elim - 
inate a proposed cut in Marsha)! 
Plan funds. Nice teamwork, boys. 

i oe | 


Barring a change of heart, re 
tail credit controls will expire 0: 
the 30th. Congressmen conside” 
them unnecessary in a period «' 
deflation; the administration can 
find anyone interested in pushin : 
an extension bill through bot 
houses. 


Wilson Names Barry A. M. 
John R. Barry, former adve! 

tising manager of Arnold Schwin 

& Co., bicycle manufacturer, he 


joined Wilson Bros., Chicago, 2° 


advertising manager. Before join 
ing Schwinn, Mr. Barry was 
sales promotion manager wit! 
Spiegel and an account represent 
ative with Reuben H. Donnelle) 
Corp. 
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Advertising Age, June 6, 1949 


NEW DRESS—This 


package and 
bottle have been adopted for the facial 
hair remover marketed by DeWans, Inc., 
St. Paul. National magazines and major 
city newspapers will be used in an ex- 


new 


panded campaign for the product, 
through Harold C. Walker, Advertising, 
Minneapolis. 


Pure-Pak Council 
Forms to Promote 


Milk Containers 


Detroitr—The Fred M. Randall 
Co., Detroit, has been named to 
handle the advertising for the 
newly-formed Pure-Pak Council, 
a new merchandising service for 
all dairies using Pure-Pak milk 
containers. 

The council is sponsored jointly 
by Ex-Cello-O Corp., Detroit; 
Dairypak, Inc., Cleveland; Fibre- 
board Products, Inc., San Fran- 
cisco; International Paper Co., New 
York, and Kieckhefer Container 
Co., Delair, N. J. 

The council’s sole purpose is to 
promote an increasing milk vol- 
ume for Pure-Pak dairymen. 

A national consumer advertis- 
ing campaign is being developed, 
and various merchandising services 
are to be made available to Pure- 
Pak dairies. A general sales lit- 
erature kit known as the Ad-Pak 
is currently available on a 50-50 
co-op basis. 


s Packaging of milk in Pure-Pak 
containers is reported to exceed 
all other paper milk cartons com- 
bined, with Pure-Pak installations 
in 44 states and many foreign 
lands. Americans alone consumed 
the contents of nearly 200,000,000 
containers in January this year. 
Pure-Pak Council is a non-profit 
organization of service to users of 
Pure-Pak containers. In addition 
to promotion of the Pure-Pak con- 
tainer, the council plans an ever- 
growing advertising program, de- 
tails of which are not yet set. 


Comic Strip ‘Crusty’ Is 
Offered to U.S. Bakers 


Louis Melamed, president of 
Melamed-Hobbs, Inc., Minneapolis 
agency, and Douglas L. Smith, gen- 
eral manager of Ideas Unlimited, 
have created a “Crusty” promo- 
tional program, based on a comic 
strip character, which is being an- 
nounced to the baking trade 
through business paper advertise- 
ments. 

The entire merchandising pack- 
ave will be made available to non- 
competing bakers in every market, 
aid includes a complete set of 
newspaper mats using replicas of 
eich baker’s bread loaf design and 
key copy; 24-sheet posters, car 
rds, store displays, spot radio 
id video material. “Crusty” will 
» used in comic strip form on 
ead wrappers of cooperating 
ikers. 
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-E Promotes Rauber 


W. F. Rauber, assistant manager 
the sales division, has been 
imed manager of sales of the 
vitchgear divisions, apparatus de- 
artment, General Electric Co., 
liladelphia. He succeeds J. D. 
offman, who has been appointed 
les manager of the air condition- 
g and commercial refrigeration 
vision of the air conditioning de- 
partment, Bloomfield, N. J. 


re 
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New Plate Process 
Licensed by Time 


New YorK—The Republic Press, 
Pittsburgh, a division of the Se- 
curity Banknote Co., has been li- 
censed by Time, Inc., to use a new 
commercial printing process which 
is said to be revolutionary in 
several respects. 

This process, developed by Time 
after three years of research at a 
cost said to be close to $6,000,000, 


uses a 300-line screen on plates, as 
against 150 lines now generally in 
use for high grade printing. 

It is claimed that color values in 
the new process are enhanced and 
that plates made by the new pro- 
cess are as suitable for long runs 
as present plates. 


White Elected President 
Edward P. White has been 
elected president of White & Wyc- 
koff Mfg. Co., Holyoke, Mass., pa- 
per maker, succeeding Harry C. 
Dutton, who resigned to become 


president of Eaton Paper Corp., 
Pittsfield, Mass. Mr. White also 
will continue as treasurer, a post 
he has filled since 1941. 


Beaton Reelected President 


of Broadcasting Group 

William J. Beaton, manager of 
Station KWKW, Pasadena, has 
been reelected to a third term as 
president of the Southern Cali- 
fornia Broadcasters’ Association. 
Also reelected for the third term 
was Ernest L. Spencer, manager 
of KVOE, Santa Ana, vice-presi- 
dent. A. E. Joscelyn, director of 
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KNX, Los Angeles, and Columbia 
Pacific network, has been named 
secretary-treasurer. 

The association moved its office 
to 6253 Hollywood Blvd., Los An- 
geles, on June 1. 


(Simpson-REILLY, LTD. | 
Publishers Representatives 


SINCE 926 

LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO _ RUSS BUILDING 
SEATTLE NEW WORLD LIPE BLDG. 


bring your 


layouts to life: print on 


INTERNATIONAL 


[- 


You can figure on this—everything will be clear when you use 


International Ti-Opake for reports, booklets, catalogs or prospectuses 


by letterpress or offset. In smooth or vellum finish, it’s strong and 


quick-drying. And so opaque it cuts see-through to the minimum! 


International Paper Company, 220 East 42nd Street, New York 17, N. Y. 


INTERNATIONAL PAPERS 


for 


Printing and Converting 
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Brigham to Rogers & Smith 


Richard S. Brigham, formerly 
president of Carl Lawson Adver- 
tising Agency, has been named 
vice-president and account execu- 
tive of Rogers & Smith, Kansas 
City. 


Rhoden Joins Forbes Agency 

Horst V. Rhoden, formerly art 
director of Recorder Sunset Press, 
San Francisco, has joined Claire 
Drew Forbes Agency, Santa Bar- 
bara, Cal. 


Crestlee to Berger 

Crestlee, Inc., New York, wom- 
en’s fashions, has appointed Alfred 
Paul Berger Co., New York, to 
handle its advertising. 


Printing-Promotion _ 
Handbook Indexed 


New YorKk—Daniel Melcher, 
manager of mail sales and cir- 
culation of R. R. Bowker Co., and 
Nancy Larrick, editor, Young Am- 
erican Readers, have written 
“Printing and Promotion Hand- 
book,” an encyclopedia-type book 
that tells “the beginner” how to get 
professional results by choosing 
the correct processes and printers 
for advertising and publicity jobs. 
This is a handbook for anyone 
from an editor to a purchasing 
agent who must use and order cir- 
culars, posters, displays, art work, 


a: 
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form letters, etc. 

Although the ideas presented are 
sound, the unique and useful style 
of the book will probably prove its 
greatest asset. Alphabetical ar- 
rangement, thorough cross-refer- 
ence and ample illustrations at the 
place where the problem is an- 
swered make this handbook an ex- 
cellent index to questions which 
confront anyone who must deal 
with printing or promotional cam- 
paigns. The jacket of the book says 
it is a “complete guide”—an im- 
pressive claim it reasonably ap- 
proximates. 

McGraw-Hill publishes this 
book, which retails for $6. 


Knauth and Kops Buy WAVZ 


Victor Knauth, editor and part 
owner of Omnibook, New York, 
and Daniel W. Kops have pur- 
chased Station WAVZ, New Haven, 
Conn., from the New Haven 
Broadcasting Co., of which James 
Francis Smith is president. The 
transaction is subject to approval 
by the Federal Communications 
Commission. 


SIGNS* 


when 


DEALER SIGNS 


are put to work. Designed to sell merchandise, 
Artkraft* Signs are also built to last. Let our 
designing and engineering departments create 
for YOU a sign that will bring in this increase 


for you. 


Remember an ARTKRAFT* SIGN has CASH 
REGISTER VALUE! It will, by actual scientific 
test, make all your other advertising five times 
more effective and increase sales by 14.6%.** 


Artkraft* builds America’s finest signs for na- 
tional advertisers who buy in quantities only. 


Write for literature. 


* SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 
1133 E. Kibby St. 
Please send, without obligation, details on Artkraft* Signs. 


! 

| 

| 

| 

| 

| (©) We are interested in a quantity of outdoor dealer neon signs. 

| L) We are interested in a quantity of Porcel-M-Bos‘d store front signs. 
| L) Please send instructions on how to set up a successful dealer sign program. 
| 

| 

| 
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NAME 


STREET 


INCREASED VOLUME 
IS IMPERATIVE! 


It's been proven by actual audited re- 
search that sales increase 14.6%*" 
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* 


Lima, Ohio 


*Trademark Reg. U. 8. Pat. Off 
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vy actual audited research. 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


JUDGE COLLEGE CONTEST—This committee of Boston Adclub members is judging 

entries from New England colleges in the annual Murray Memorial advertising con- 

test, sponsored by the George W. Coleman chapter of Alpha Delta Sigma at the 

Babson Institute of Business Administration. Left to right, seated, are J. Paul Hoag, 

Hoag & Provandie; Carlton M. Strong, president of the Boston club, and Ernest 

H. Roberts, Good Housekeeping. Back row: Brucks Hall, committee chairman, and 
Edward J. McGee, advertising instructor at Babson Institute. 


Auto Makers Find 
Horizon Unclouded 


Detroit—While other industry 
wrings out the cryjng towel, the 
automobile field is enjoying its 
best year since 1929, factory pro- 
duction and sales reports show. 

Even in the face of predictions of 
a letup in car demand, the backlog 
of bona fide orders continues to 
climb, and despite the bearish at- 
titude in some sections of the 
American economy, auto makers 
can see nothing on the horizon that 
will interfere with their antici- 
pated golden harvest. 

Even some of the so-called ex- 
perts within the automobile field 
have been forced to “eat crow” as 
the demand for new automobiles 
continues to soar to record propor- 
tions. 


s George T. Christopher, president 
and general manager of the Pack- 
ard Motor Car Co., recently said 
that there is nothing in the fore- 
seeable future that would indicate 
a slackening in demand. 

“The situation is different from 
1929 and other periods when the 
nation’s economy went into a tail 
spin,” Mr. Christopher said. “The 
bulk of the nation’s money is now 
in the hands of the people, not tied 
up in banks and stocks. So long as 
this situation holds we can expect 
prosperity. The people may have 
satisfied temporarily their demand 
for some items, but they will be 
back fighting for better products.” 

Factory sales of automobiles in 
April hit 543,118 cars, trucks and 
buses, the highest monthly total 
since 1929. 

Only 28,667 of these units were 
sold to foreign markets, or about 
5% of the month’s output. 

In the first four months of 1949, 
the industry produced 1,919,177 
units, a 12% increase over the 
similar period in 1948. 


Adams Forms Own Agency 
A. D. Adams, formerly adver- 
tising and sales promotion man- 
ager of Air King Products Co., 
has formed his own advertising 
and public relations company, with 
offices at 24 Stone St., New York 4. 


Tele-Vision Names Dubin 
Tele-Vision Clock Corp. of 
America, Pittsburgh, manufacturer 
of self-starting electric clocks, has 
placed its advertising with Dubin 
Advertising, Inc., Pittsburgh. 


Hobbs Joins Vienot 

Norman H. Hobbs, formerly in 
the advertising department of 
Swern & Co., Trenton, N. J., has 
joined the creative department of 
Carl G. Vienot, Inc., Boston. 


Brewer Agency Moves 

Bruce B. Brewer & Co., Kansas 
City, has moved from the Fidelity 
building to 900 Walnut St. 


Financial Ads Can 
Draw More Readers, 
ANPA Study Shows 


New York—Tested reader-win- 
ning techniques may be used to 
advantage by financial advertisers 
in building bigger audiences, the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
indicates in a new booklet, “More 
Dividends from Financial Ads.” 

The study analyzes for the first 
time the findings on financial ad- 
vertising developed since 1939 by 
the bureau’s Continuing Study of 
Newspaper Reading. 

Financial advertisements that 
miss the mark of high readership 
appear to do so for two reasons, 
the bureau declares. One is ex- 
treme selectivity, when the ads are 
intended to reach only a minority 
of the newspaper’s readers and 
when high readership itself may 
be essential. The other reason is 
failure to use techniques which 
produce above-average reader- 
ship, such as dominant photo- 
graphs, use of people as illustrative 
subjects, and appeals linked to 
homes and home furnishings. 


Palmer Joins Barber 


George F. Palmer, formerly with 
A. T. De La Mare Publishing Co., 
New York, has joined Walter E. 
Barber Associates, publishers’ rep- 
resentative, as a New York City 
representative. 


Kayser & Allman to Ramsdell 


Kayser & Allman, Philadelphia 
distributor and retailer of wall- 
papers, has named Lee Ramsdell 
& Co., Philadelphia, to handle its 
advertising. 


Shevlo Joins Tarcher 


Alan Shevlo, former art director 
of Grey Advertising, New York, 
has joined J. D. Tarcher & Co., New 
York, in a similar capacity. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars © 
spend! If you have food, drinks, cc*- 
metics, liquor or any other produc 
to sell, the best way to reach the N 
gro is through the Negro papers @ 
magazines he reads with interest a) 
confidence. Advertising in these p 
pers pays big dividends, for the Am« 
ican Negro is the most loyal custom 
in the world. For full information 
this great market, write today 

Interstate United Newspapers, Inc., | ‘5 
Fifth Ave., N. Y., serving Americ: § 
leading advertisers for over a decac ¢. 


NOTE: We now have facts compiled by ' * 
* Research Co. of America on bra 4 
preferences of Negroes from coast to coe’, 
the only study of its kind ever made. Write n-” 
for this free information, 
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Hunt's Dollar 
Volume Climbs 
After Price Cut 


Plans Special Drive 
in Stores Without 
Local Media Support 


Los ANGELES—Despite drastic 
price reductions, which went into 
effect this year, Hunt Foods re- 
ports that its volume during the 
first four months of 1949 was up 
approximately 42%—$10,662,113 as 
compared with $7,525,230 for the 
same period last year. 

The price reductions (a case of 
No. 2% Elberta peaches, for ex- 
ample, is priced at $2.75, about 50¢ 
below prices of competitive labels) 
have caused a great deal of com- 
ment—and some apprehension—in 
the trade. 

Biddle’s “National Bulletin for 
the Grocery Trade” on April 19 
summarized the conjecture in the 
trade, and Hunt has issued a re- 
production of the Biddle letter, 
with its own comments about 
points raised, and is sending it to 
distributors, stockholders, some re- 
tailers, and its own sales organiza- 
tion. 


s Hunt okays the assertion that 
its financial position is sound, says 
its inventories are not unduly 
heavy, that its tomato sauce is now 
the country’s largest seller, and 
claims that its line is not dupli- 
cated on grocer’s shelves by other 
national brands. 

“As a result,” Hunt continues, 
“many outlets who formerly re- 
fused to stock additional duplicat- 
ing lines are now stocking Hunt 
products.” 

In a terse summation of its plans 
and policy for the future, the com- 
pany asserts: “Hunt is a stream- 
lined organization from top to 
bottom. Production innovations 
help make it perhaps the lowest- 
cost producer in the industry (for 
example, cans are manufactured 
right at the canneries, saving hand- 
ling and transportation expense). 
We manufacture without costly 
frills—we sell without costly frills. 

“High quality, rapid turnover, 
big volume. That’s Hunt’s price 
policy not only for the present, 
but for the future.” 


a The “selling without costly 
frills” concept, translated into ac- 
tion, may well be of concern to 
other food advertisers and media 
representatives. 

Following an “outstandingly suc- 
cessful” test in Texas, Hunt an- 
nounced a consumer “Dollar Mul- 
tiple Sales” week for June 6-14. 
The special campaign calls for a 
promotional drive with banners, 
point-of-purchase material and 
0 her sales aids to be used in stores 
featuring the campaign. 

In Texas, some sales were con- 
ducted where the $1 price rep- 
resented a saving to the consumer 
when compared to the regular 
Pp ice of the items included, and in 
o'her cases no saving was offered. 
Results indicated that the price 
fi ctor had a negligible effect upon 
tle total sales—that the promotion 
itvelf increased sales. 

Most significant is the fact that 
Punt will use only in-store ma- 
t_rial. No other advertising is con- 
t'mplated and no co-op advertis- 
i g allowance is being made to 
p irticipating merchants. 

The company plans to repeat the 
‘ Jollar Multiple Sales” campaign 
‘tionally several times annually. 


VAI Joins Columbia Net 
KVAI, Amarillo, Tex., will af- 
iate with the Columbia Broad- 
sting System July 15, bringing 
e network’s number of AM sta- 
ms to 183. 
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Columbia Pictures 
Adds TV Department 


Screen Gems, New York, a 
subsidiary of Columbia Pictures 
Corp:, has set up a television de- 
partment to produce films and 
spot announcements for video. 
Ralph Cohn and Jules Bricken, 
formerly of Telespots, Inc., will di- 
rect the new department’s ac- 
tivities. Its offices will be at 729 
Seventh Ave., New York. 

Telespots is being dissolved, with 
work to be transferred to Screen 
Gems. 


Tea Bureau Names Ruvolo 


Margaret Ruvolo, formerly with 
Charlotte Thompson, Inc., public 
relations, New York, has been 
named assistant to Bill Treadwell, 
director of information of the Tea 
Bureau, Inc., New York. 


‘Industrial Sports’ Names 2 


George B. Sadler, formerly ad- 
vertising manager of Life, and 
W. Tyler Sangston, formerly sales 
manager of the General Stores 
Advertising Co., have been named 
eastern advertising representatives 
of Industrial Sports Journal, Chi- 
cago. 


Burdick Joins Crombie 

Rupert L. Burdick, formerly in 
the Montreal office of J. J. Gibbons 
Ltd., has joined the Toronto office 
of Crombie Advertising Co. as 
an account executive. 


Names Edwards & Finlay 


Edwards & Finlay, Toronto, pub- 
lishers’ representative, has been 
named advertising representative 
of Health, published by the Health 
League of Canada. 


Dooley Joins Revere ‘Fortnight’ Names Lytle 


E. C. Dooley, formerly with| Harry V. Lytle, formerly with 
Aubrey, Moore & Wallace, has|Time, Inc., has been appointed 
joined the sales staff of Revere/ Chicago advertising representative 
Photo Engraving Co., Chicago. of Fortnight, Los Angeles. 
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for handsome baubles, are your primary markets, my friend,” 
said Mr. Jamison. “And Spot Radio and Television are your 


primary media. Put your message where the money is!” 


... Said Mr. Jamison 


Our man Jamison was talking to his friend Advertiser Y, who, 


like all good businessmen, is of a mercenary turn of mind. 


Advertiser Y sells a high-priced item...expensive costume jewelry, 


=D to be precise, which appeals only to certain tastes and never to 


“Large cities, where they do a lot of dressing up and spend freely ss 


—Lecen > 
= 
"3 a * uncertain pocketbooks. 
co 
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= Mr. Jamison’s advice applies to a lot more than costume jewelry. 


Weed 


and company 


choice, indeed. 


For years Weed and Company has been 
helping intelligent and successful 
advertisers— via Spot Broadcasting 
—to put their message where 


the money is. 


Though all markets are not as highly selective as Advertiser Y’s, 


Spot Broadcasting an intelligent advertising 
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most of them are selective enough to make the careful use of 
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radio and television ; 
station representatives | 
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Sorry. Wrong Approach! 


To the Editor: Have you taken 
a good sniff of your sister’s breath 
lately? If not, you had better make 
it a part of your daily routine. 
Otherwise, you may find yourself 
buying beefsteak by the pound to 
wear over one or both of your 
eyes...that is, if you have the 
price. Of course, you can easily 
avoid all this trouble by simply 
seeing to it that your sister 
switches to a well-known tooth- 
paste. No longer will you be “tired 
of fighting for your sister.” 
Brother!—what a relief to know 
there is an easy way out... it says 
so right here in the advertisement. 

Have you scared the hell out of 
your mother, sister or wife recently 
by informing them that they have 
been dipping their poor, wretched, 
weather-beaten, dishpan hands 
into a swarm of germs—yes, tril- 
lions of them! Yes sir, now “colds, 
flu, intestinal ills, measles, scarlet 
fever, and other epidemic diseases” 
lurk in every dishpan. And, unless 
you see to it that they employ a 
newly-advertised kind of suds- 
producing material to wash their 
dishes, you and your loved ones 
may soon find themselves in the 
same physical condition “Cassidy” 
of Fred Allen’s alley often finds 
himself...‘“‘not long for this 
world!” 

The advertisements referred to 
represent but two of too many 


This departme 


te % 


such ads appearing in mass cir- 
culated magazines. The pity of it 
all is that these particular products 
are of the highest quality and al- 
ready enjoy nationwide consumer 
acceptance. We use both of them 
in my house. It’s not the products 
—but the advertising that is bad. 

Imagination is a vitally im- 
portant asset in our profession. 
However, it is obvious that some 
people in this business let their 
imaginative powers extend on and 
up into the hallucination portion 
of the spectrum—'way beyond all 
possible hope of consumer belief 
and acceptance. 

No matter how diligently you 
and I strive to maintain the highest 
standards in the conception and 
preparation of our. advertisements, 
we will be judged by the over-all 
impression advertising creates in 
the minds of our public. Therefore, 
until every member of our pr6- 
fession employs an ethical ap- 
proach in his or her advertise- 
ments, we shall continue to be 
subjected to suspicion, ridicule and 
scorn—and we'll rate it! 

E. T. JONEs, 

Sales Promotion Manager, En- 

gineering Products Depart- 

ment, Radio Corp. of Amer- 

ica, Camden, N. J. 
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These Features Attract 


To the Editor: Here’s another 
one of those situations where the 


EVERY NEWSPAPER READER 


and at a rate 
that invites 
comparison 


ea aR 
LOUISVILLE 


a@ metropolitan city area of over 500,000 


335,585 DAILY ® 


268,044 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


nt is a reader’s forum. Letters are welcome. 


make-up man has combined a 
couple of ads with his tongue in 
his cheek. On behalf of New Jersey 
Machine Corp. we devised this 
two-color page so that the atten- 
tion would be directed toward the 
dollar saving features, and the 
“mad wag” who set up the maga- 
zine altered our intention by set- 
ting another attractive two-color 
ad right opposite. 

In speaking of a precision-built 
machine and following the direc- 
tion of the arrow, one could come 
to a totally different conclusion 
than we intended. Nevertheless, 
it’s a nice position. You may think 
well enough of this one to give the 
industrial advertiser and trade 
publication make-up men a little 
publicity. 

M. C. Drepricu, 

Diedrich Advertising Service, 

Newark. 

aes 
Fulfills Editor's Hope 
for Quick, Economical Color 

To the Editor: Your editorial on 
“The Enormous Rise in Color” in 
the May 16 issue created quite a 
stir in our plant. So did your com- 
ment: “Now if some genius in the 
graphic arts field can develop a 
process which will reduce the cost 
and the difficulty of making the 
necessary plates or other mater- 
ials from which color is printed .. .” 

You see, we have, and have been 
using for the past year, a process 
that does just precisely that. The 
enclosed piece of house literature 
with samples produced by both let- 
terpress and lithography will bear 
me out. We print color process 
from direct color photography, 
without dot etching or color cor- 
rection and with just three plates 
for the three primaries. The blacks 
of our illustrations are blends of 
red, yellow and blue. 

There are some tricks to the 
process which we hold secret, but 
we think ApverTIsING AGE should 
know and recognize that there is 
right today a quicker, more eco- 
nomical way of printing color pro- 
cess work by either letterpress or 
lithography. 

The process was developed in 
our own shop after four years of 
hard work, under the direction of 
R. S. Reinert, who is no star struck 
genius, but our very practical gen- 


"The Shape Remains the Same! 
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FOLLOW THE ARROW—The reader may overlook the type for the illustrated feature, 
thanks to the arrow in these adjoining business paper color ads. 


eral manager. 
F. E. Euuior, 

Advertising Manager, Warner 

P. Simpson Co., Columbus, O. 

see 
Schenectady Claims First 

To the Editor: In your issue of 
ADVERTISING AGE, May 23, we note 
an item on Page 33 to the effect 
that the Washington Post pub- 
lished one of the first postwar 
automotive show sections—if not 
actually the first—with its Sunday 
issue of May 8. 

May we call your attention to 
the first postwar automotive show 
section, to the best of our know- 
ledge, published in Schenectady 
and in the Schenectady Union-Star 
March 26, 1949. 

E. R. CULLINGs, 

Manager, General Advertising, 

Schenectady Union-Star, 

Schenectady, N. Y. 

ie | 


New Fish Story Rescues 
Florida Port's Reputation 


To the Editor: I am afraid that 
you do the fine fishing port of 
Stuart, Fla., an injustice by pub- 
lishing (May 23, 1949, “Getting 
Personal”) a picture labeled “All 
time biggest day’s catch from one 
boat for the port...” Unless this 
party released a large number of 
sailfish, their catch of two mar- 
lin, one sailfish and four bonita 
falls far short of being a record. 

Sailing from this port in 1941 as 
captain of the charter boat “Char- 
mae,” my largest single day’s catch 
was fourteen sailfish, four dol- 
phin, and nine king mackerel. Of 


course, it was our practice to re- 
lease all uninjured sailfish that the 
party did not want for mounting 
or smoked meat. Looking over my 
scrapbook of pictures and news- 
paper clippings, I see that on Dec. 
7, 1941, six boats caught a total 
of 66 sailfish, although only 16 
were brought into the dock. 

Enclosed is a picture taken Dec. 
15, 1941. This party caught 11 sail- 
fish and released 6. Pictured are 
5 sailfish, 2 bonita, and 2 king 
mackerel. 

Stuart, Fla., deserves better pub- 
licity than a picture of three fish 
labeled “Record.” 

DEWITT YOUNG, 
Philadelphia Representative, 
Industry and Power, Ardmore, 
Pa. 


Advertising Demands Fresh 
Stimulae, Nichols Says 


To the Editor: I have followed 
with deep interest the ADVERTISING 
AcE thoughts pertaining to the 
recent show at the Museum of 
Modern Art of the 28th annual 
selections by the Art Directors 
Club. And I have just read Lester 
Rondell’s (president of the Art 
Directors Club of New York) “re- 
buttal.” 

Before any criticism whatsoever 
can be directed toward an ex- 
hibition of advertising art, modern 
or not, one must realize that the 
art alone is being evaluated and 
not the whole advertisement in 
which each appeared. 

In other words, it must be 
clearly understood that an Art 


meets your 


If you’re looking for something 
spectacular — in sales results — it’s 
the one on the right. He takes 

care of his family to the tune of one of 
the highest standards of living in 

the world — suburban America’s. 

Better Homes & Gardens’ 100% 
service screens him for you by ap- 
pealing to his interest in home and family. 


America’s First Service Magazine 
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pi rectors’ Exhibition of advertising 
ar. is just that: An Exhibition of 
A ivertising Art. Insofar as I know 
there have been no exhibitions of 
acvertising as advertising. 

All of which brings us to the 
obvious conclusion that the art 
of an Art Directors Club exhibi- 
tion can be judged only as art. 

And inasmuch as competent ad- 
vertising men know that a good 
advertisement can be built around 
any kind of art, be it the doodling 
of a child, the precision markings 
of an architect, or the wanderings 
of a so-called modernist... .then 
it is my conviction that men of ad- 
vertising should exploit an Art 
Directors Club exhibition rather 
than moan about it. 

For it is conceded among most 
of us in the field of advertising 
that what advertising needs, must 
have, and continue to seek is fresh 
stimulae. In what better manner 
can we stimulate interest in ad- 
vertising other than increasing, 
through art and design, the visual 
interest of advertising? 

Too many advertisers believe 
that the public is anxiously wait- 
ing to read their advertisements. 
They’re not! The public will read 
an advertisement with just as 
much enthusiasm as it will wel- 
come into the home every house- 
to-house salesman who knocks on 
the door. Every house-to-house 
salesman knows—and his company 
knows—that if he gets into the 
home he does so because he has 
an approach which is different and 
or more appealing. And periodical 
advertising presents the same 
problem. 

Modern art and design are dif- 
ferent. Therefore, properly tied in 
with the copy of the advertisement, 
it can stimulate reader interest. 
Modern art can be appealing as 
well as different, if it is carefully 
planned not to desecrate an idea 
or subject dear to the hearts of 
the potential reader. 

In other words, an old beloved 
song becomes more desired when 
played in an appealing, different 
manner. I point to Gould & Koste- 
lanetz. I have in my collection of 
phonograph records a trio of 1904 
dises of Victor Herbert leading his 
own band. I can say it is slightly 
better than that of Bruno, Neb. I 
can also say that if the score of 
the William Tell Overture was 
played today exactly as Victor 
Herbert played it—for tradition’s 
sake—the sponsor of such a musi- 
cal program had better be a manu- 
facturer of canned corn and willing 
to give it away. 

All of which brings us to one 
single, simple verdict: Keep the 
warmth of tradition but make it 
modern. Victor Herbert was so 
modern in his day that he became 
the most famous figure in music in 
his day. Thanks to modern Kos- 
telanetz, Victor Herbert is a fa- 
mous man in our day. 

DALE NICHOLS, 
Tubac, Ariz. 
ges 
His Hat's Off to Prompter 
cf Product Study Editorial 

To the Editor: May we have 
}our permission to reprint your 
e litorial “Maybe a Look at the 
Froduct Would Help” appearing 
Cn the editorial page of your May 
1} issue? 

To the gentleman who suggested 
txe editorial, my hat is off to him 
!eeause he hit upon a situation 
‘iat has been too frequently over- 
! oked in the immediate past. 

C. P. FISKEN, 

Sales Counselors, Inc., Detroit. 

ase 8 
ust Name One Slave to 
itatistics, Britisher Asks 

To the Editor: Guy Bolam, in 
our March 14 issue, seems to 
ave run away with his statistics. 
‘e says British advertising men 
re slaves to statistics, presumably 
imitting that considerable num- 
ers of American business men 
nare that complaint. 


On the basis that Britons never 
shall be slaves, we over here have 
steadfastly avoided the use of the 
masses of statistics which are a 
feature of the American scene. My 
reply to Mr. Bolam would be like 
that of the child who was told that 
millions of children would like to 
eat her porridge. She said, “Name 
one.” 

The fact is that the amount of 
statistical information available to 
British businessmen is woefully 
inadequate most of the time, but 
most of us prefer this to the in- 
digestible figures with which our 
American counterparts are usually 
faced. 

In America the conflicting claims 
of various media are so well sup- 
ported statisticaliy that in the end 
one usually falls back on old 
fashioned know-how. In Great 
Britain we have been using know- 
how for a long time through sheer 
necessity and through lack of 


these much vaunted statistics. 

Incidentally, is not Mr. Bolam 
a little brash in referring to the 
Advertiser’s Weekly’s “nonagen- 
arian chuntering?” Whether he 
likes it or not, we in this country 
still believe that what is old is 
not necessarily bad and what is 
rude is not necessarily true. 

Anyway, Mr. Bolam, name one 
of your slaves here, not 50, just 
one. 

A. S. J. PAINTER, 
Managing Director, E. R. 
Howard Ltd., London. 
gee 

‘Distribution Engineer’ 
Not New, But Needed 

To the Editor: In your April 25 
issue you reported a recent speech 
by Robert Arndt, in which he 
stated a new position of “distribu- 
tion engineer” is waiting to be 
filled in industry. 

He is very correct in his as- 
sumption. Without casting any re- 


flection on his article, I would like 
to advise that Chas. W. Bolan, head 
of the Bolan Advertising Agency 
here in St. Louis, said this very 
same thing and used the very same 
terminology, “distribution en- 
gineer,” in his advertising class 
at Washington University at least 
four or five years ago. Mr. Bolan’s 
agency is one of the most merchan- 
dising minded organizations this 
city has seen in recent years, and 
he certainly is deserving of a pat 
on the back for his foresighted- 
ness. 

In addition, Arthur A. Hood, 
vice-president of Vance Publish- 


ing Co. in Chicago, has also used 
“distribution engineer” 


the term 
in many of his addresses through- 
out the country during the past 
few years. I bring these points to 
light merely as additional confir- 
mation of what Mr. Arndt stated, 
and to show that a lot of leaders 
in marketing are becoming aware 
of the need of this new position. 

Congratulations to you also for 
a very outstanding publication. 
May you continue with the best of 
success and happiness. 

GeEorGE L. HERPEL, 
Sales Manager, C. V. Mosby 
Co., St. Louis. 


PORT 


NGELES gives us another example 


of how ABC goes inside, outside and all around the 
towns. In this Washington paper, pulp and timber cen- 
ter, 67% of the radio families listen regularly to ABC. 
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SANTA 


RUZ is a fine place to spend a seaside 


weekend or prove that ABC reaches them all, the big 
markets and the small. For BMB says that in Santa 
Cruz 77% of the radio families tune regularly to ABC. 
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PACIFIC NETWORK 


New Yorx: 7 West 66th,St. - TRafalgar 3-7000—Dernorr: 1700 Stroh Bidg. + CHerry 8321 —Curcaco: 20 N. Wacker Dr. 
DElaware 1900—Los Anceces: 6363 Sunset Blvd. HUdson 2-3141—San Francisco: 155 Montgomery St. - EX brook 2-6544 


ARBARA is full of Spanish memories 
and the kind of free-wheeling buyers you can’t afford to 
overlook. And you don’t, amigos, when you sell on ABC; 
89% of its radio families are ABC fans, according to BMB. 


On the coast you cant get away from 


ABC 


FOR COVERAGE... ABC’s booming Pacific network 
delivers 228,000 watts of power—49,250 more than the 
second-place network. This power spells coverage — 
ABC primary service area (BMB 50% or better) covers 
96.7% of all Pacific Coast radio homes. And ABC’s 
Coast Hooper for 1948 was up 9% or better both day 


FOR COST...a half hour on ABC’s full 21-station Pacific 
network costs only $1,228.50. Yet you can buy as few 
as 5 stations for testing or concentration. And ABC 
is famous for the kind of audience-building promotion 


that helps slice the cost-per-listener. 


Whether you’re on a coast network 
or intend to be—talk to ABC 
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Perkins Joins Fields 

Gregory B. Perkins, former mer- 
chandise manager in charge of re- 
tail stores of American Boconize 
Corp., New York, has joined Jean 
Fields Employment Agency, New 
York, in charge of advertising, 
merchandising and publishing ac- 
counts. 


Write for details 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, iil. 


Drug Stores Sponsor 
Top Budget TV Show: 
Other Shows Dropped 


New YorK—Ten drug store 
chains in ten markets cooperate 
in sponsoring “Calvacade of Stars,” 
an hour variety show over Du- 
Mont Television Network which 
started June 4 at 9 p.m., EDT. 

Stanton B. Fisher, Inc., is the 
agency for the telecast, which 
carries sponsor credits for individ- 
ual chains in “association with 
Drug Store Television Produc- 
tions,” newly formed drug store 
group. 

Jack Carter emcees the first 


||}of the series, which has a weekly 


talent budget in excess of $8,000. 

Sponsors and stations: Whelan’s, 
WABD, New York; Walgreen, 
WGN-TV, Chicago; Liggett, 
WNAC-TV, Boston; Nevins Sun- 
Ray, WFIL-TV, Philadelphia; 
Reade’s, WAAM, Baltimore; Peo- 
ple’s, WTTG, Washington; Harvey 
and Carey, WBEN-TV, Buffalo; 
Cunningham, WJBK-TV, Detrox; 
Gray’s, WEWS, Cleveland, and 
Sun, WDTYV, Pittsburgh. 


s Meanwhile, Philip Morris & Co., 
through Biow Co., is making plans 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


Unhappy Wife 


Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi- 
ence per dollar than any other St. Louis network station. No wonder Ding-Bat 
products are going to town. When your husband checks KXOK’s low-cost- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Louis 


rates, he’ll be even cockier! 


Basic ABC 


5,000 Watts 


KXOK, St. Louis 


630 on the dial 
A “John Blair” station 


for expanding its television cover- 
age with a five-minute, four times 
weekly program on CBS-TV start- 
ing in August. A new Goodman 
Ace series has been selected. 

Television also was losing some 
clients as the Hartmans finished 
their run for Textron (J. Walter 
Thompson Co.) and the Arrow 
show (Young & Rubicam) faded. 
Both were NBC shows. Other re- 
cent casualties include Polaroid’s 
Masters of Magic (Cayton, Inc.) 
and Household Finance’s Back- 
stage with Barry (LeVally, Inc.) 
on CBS. 


Bait Casting Found 
To Be More Popular 
Than Fly Fishing 


Cuicaco—Admen who are in- 
clined to get into arguments around 
the poker table on the relative 
merits of bait casting vs. fly fish- 
ing, and which is more popular, 
have some statistics to work with 
now that Outdoorsman has issued 
its reader study on fresh water 
fishing. 

Questionnaires returned by 
readers of the publication con- 
tained the information that bait 
casting is more popular (87%); 
fly casting is second (66%); still- 
fishing third (57%); trolling next 
(41%); and spinning last (17%). 
Only 11% of the respondents said 
that they used only one method. 

Bass is by far the most popular 
fish with the anglers. Ninety-three 
per cent of those queried fish for 
them. Panfish draw 66%; trout 
52%; northern pike 37%; walleyes 
35%; lake trout 14%; and muskies 
11%. No one, apparently, fishes 
exclusively for a single species. 

The average Outdoorsman fish- 
ing enthusiast intends to buy 6.2 
plugs, and 3 spinners or spoons 
this year, and plans to use the 
plugs 69% of the time and spin- 
ners 31% of the time. 

The survey also contains infor- 
mation on the potential rod and 
reel market for 1949 and a recap 
of the previous five reader studies 
on the same subject. 


Little Rock Adclub Elects 


Phillip Back, owner of an adver- 
tising agency in Little Rock, Ark., 
has been elected president of the 
Little Rock Advertising Club. Oth- 
er new officers are: Louis Munos 
and Charles H. Terence, vice- 
presidents; Horace Mitchell, sec- 
retary, and E. Julian Herndon, 
treasurer. 


WTOD Names Headley-Reed 


WTOD, Toledo, has named 
Headley-Reed Co., New York, as 
its national representative. 


You Ought fo Know... toward Lore 


If you attended either the 1948 
convention of the National Asso- 
ciation of Broadcasters in Los 
Angeles, or the 1949 sessions re- 
cently held in Chicago, you found 
a stream-lined 
operation which 
reflected not only 
a change of poli- 
cy by NAB, but 
a smooth admin- 
istration which is 
characteristic of 
Howard Lane, 
who was conven- 
tion chairman for 
both meetings. 

Howard Lane 
(his first name is 
Charles, but nobody uses it) has 
had one of the solid careers in 
broadcasting, and since he just 
celebrated his 41st birthday on 
May 30, he is one of the most 
youthful executives occupying a 
top position in the industry as 
director of broadcasting of Field 
Enterprises, Inc. 

In that job he is responsible 
for the operations of WJJD, Chi- 
cago; WSAI, Cincinnati; KOIN, 
Portland, Ore., and KJR, Seattle, 
Wash. In addition, he recently 
participated in the purchase of 
KFBI, Wichita, Kan., so that with- 
out exaggeration he may be said 
to have his hands reasonably full. 

They will be even fuller in the 
immediate future, however, since 
he will be one of the principal 
factors in establishing policy and 
operating plans for the new Broad- 
cast Advertising Bureau of the 
NAB, authorized at the Chicago 
convention. Howard, who is a di- 
rector at large, sponsored the reso- 
lution in the board of directors 
providing for the new promotional 
activity, and is one of the com- 
mittee which is setting it up. 

“IT feel that BAB can render 
a great service both to advertisers 
and agencies,” he told AA recently. 
“To the extent that it provides in- 
formation of value to them, it 
will aid the broadcasters. In a 
competitive era such as we have 
now entered, our industry needs 
promotional facilities comparable 
to those operated by other leading 
media, and I am sure that through 
Broadcast Advertising Bureau we 
shall get them.” 


Howard Lane 


a While BAB will not start out 
with funds as large as those en- 
joyed by the Bureau of Advertis- 
ing, ANPA, for example, it has 
in sight for its first year’s opera- 
tions about $250,000, which, as 
Howard points out, isn’t hay. To 
expend that sum wisely and in the 


THE PENTON PUBLISHING COMPANY 
PENTON BUILDING — CLEVELAND 13, OHIO 


all metalworking business 


is done in the plants 


reached by J FEEL 


Every week your advertising in STEEL reaches 


100,000 top metalworking men who make the 


buying decisions in these plants. STEEL makes 


your advertising dollars worth more. 
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interest of all concerned will take 
thinking and planning, and How. 
ard Lane will be one of those \ ho 
will contribute importantly to ‘hat 
objective. 

The first promotional item op 
the program is a slide film which 
can be produced quickly, and ‘his 
will be available for showing by 
fall. It will be the first effor' of 
broadcasting tc sell itself as a 
medium, he points out, altho igh 
a motion picture produced wu: der 
the direction of a commi'tee 
headed by Victor Ratner, Colum- 
bia Broadcasting System vV. p., may 
be ready at about the same time. 

“T see no reason why we can- 
not promote broadcasting with 
proper emphasis on all divisions 
of the industry,” said Mr. Lane. 
“We can talk about all of the 
services available in our field— 
AM, FM and television. And I am 
sure that there is plenty to talk 
about that will interest advertisers 
and agencies who are using our 
medium or plan to use it.” 


ws The background which Howard 
Lane has acquired in broadcasting 
is broad enough and varied enough 
to enable him to see every phase 
of the situation, since he has 
served as station announcer, net- 
work executive and station man- 
ager. Born in Cameron, IIl., where 
his father was a banker, he grew 
up in California and was graduated 
at Stanford in 1930. His first job 
was that of a cub reporter on the 
Fresno Bee, one of the McClatchy 
properties. He got into broadcast- 
ing, he says, because no one else 
was willing to appear at 7:15 a. m. 
to broadcast a news program on 
the McClatchy station, KMJ. In 
1931, when he took over this chore, 
news broadcasting was a decided 
novelty. 

He must have done well, how- 
ever, for in 1932 he was made 
manager of the station, and in 
1935 was moved up to manager of 
all the McClatchy Broadcasting 
Co.’s five stations, with headquar- 
ters in Sacramento. After seven 
successful years in that job, he 
joined CBS as station relations 
manager for the central division, 
with headquarters in Chicago, and 
only a year later was promoted 
to director of station relations for 
the network, with headquarters in 
New York. 


@ Three years later Marshall Field 
invited him to head his broad- 
casting operations, and he has done 
a big job in that post, KOIN and 
KJR having been added since he 
took over. Since three of the sta- 
tions operate FM transmitters as 
well as AM, and three have appli- 
cations pending with the FCC, it is 
obvious that he will have plenty of 
opportunity to continue to expand 
this division of the Field communi- 
cations empire. 

Howard married his college 
sweetheart, Marie Waterman, «nd 
they live with their son, Char'es, 
in suburban Northbrook, Ill. te 
is a week-end farmer, operat ng 
150 acres for dairy and hog p 0- 
duction in southern Wisconsin, : 14 
incidentally is making that pay ‘0. 
His latest interest is bee-keepi :¢. 
He has started with two hives, : 14 
on the basis of his previous rec °d 
he can be expected to gat’ :r 
plenty of honey. 


Finneburgh Advanced 


M. L. Finneburgh has been : 
pointed general sales manager °! 
the soda fountain division of. i- 
quid Carbonic Corp., Chicago, f |- 
lowing the resignation of W. 0 
Jordan, vice-president of the foi 1- 
tain division. Mr. Finnebur ‘h 
joined the company in 1929 a : 
prior to his new appointment w ‘5 
central regional manager dire ‘- 
ing the sales of fountains in |2 
states. 
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BEST IN SHOW-—tLeonard Parker, art 
director of Barnes Chase Co., San Diego 
agency, holds the teaser series for 
Thearle’s Music Co., which won the best 
in show medal in the first annual art 
show sponsored by the Association of San 
Diego Advertising Artists and San Diego 
Advertising and Sales Club. 


‘Tron Age’ Releases 
Consumption Data 
on Finished Steel 


New Yorx—Possibility of a 
growing trend toward decentrali- 
zation of metal-work manufactur- 
ing as a result of discontinuance of 
the practice of selling steel on the 
basing point system is indicated in 
a new analysis of steel consump- 
tion completed by Iron Age. 

The steelmaking heart of Am- 
erica, the Cleveland-Youngstown- 
Pittsburgh-Wheeling area, accord- 
ing to the Iron Age analysis, is con- 
suming only 9.1% of the steel made 
in this country—although it pro- 
duces 42%. Abolition of the basing 
point system, which compels cus- 
tomers to pay freight charges for 
steel shipped from producing areas, 
may mean, it is said, that manu- 
facturers using finished steel may 
find it profitable to establish pro- 
duction units in steel producing re- 
gions. 

Pittsburgh, which produces 20% 
of the steel made in the U. S., is 
consuming only 3.8%. Cleveland, 
producing 4.5% of the national 
total, is consuming 4.1%; Chicago, 
producing 19% of the total, con- 
sumes 10%. 

Detroit, one of the largest steel- 
consuming areas, uses 10.5% and 
last year produced only 4.2%. The 
leading steel-consuming states are 
Michigan, 15.4%; Illinois, 12.8%; 
Ohio, 12%, and New York, 7%. 
The three largest steel-consuming 
cities are: Detroit, 10.5%; Chicago, 
10%; Milwaukee, 5.2%. Newark- 
Jersey City jointly consume 3%, 
and New York and Los Angeles are 
tied at 2.5%. 


ABC Names Samuels V. P. 


Frank Samuels, general manager 
of the western division of Ameri- 
can Broadcasting Co., has been 
named vice-president. He joined 
ABC in 1943 as an account execu- 
tve and was appointed Pacific 
Coast sales manager a year later. 
Mr. Samuels, general manager of 
the network’s western division 
snee January, will continue to 
cperate from ABC’s Hollywood 
¢ tfices. 


lwo Appoint Silton Agency 


_ Silton Brothers, Inc., Boston, 
!as been retained by Cable Rain- 
‘oat Co. to handle the advertising 
lor both the men’s and women’s 
‘ivisions. Trade publications, di- 
ect mail and national magazines 
‘ill be used. The agency also has 
een named by Mutual Shoe Co. 
» direct the advertising of its Foot 
lairs divisicn. 


/errill Names Ettlinger 

Ralph Ettlinger Jr. has been 
amed in charge of Chicago sales 
f Harve Ferrill & Co., Chicago, 
_ermanent retail store displays. 


ie 


Advertising Agency 
Vill 
CHECKING GIRLS 


Theirs is the unsung, unremitting chore 
Of scanning every periodical 

For date and size of ad, and to deplore 
All errors, with routine methodical. 
When all they do is look at printed pages 
From morn to night with scrutinizing glances, 
What wonder that these ladies act their ages 
And talk a lot of movies, dates, and dances? 


Yet here is where an agency must pay off; 
All work of artists, writers, contact men 
Must finish here. When these girls take a day off, 
We learn how vital is their regimen. 
What boots a paper’s modest milline rate 
If ads don’t run on designated date? 
Arthur Frederic Otis 


American Airlines Ups Two 


Richard E. Fisher has been ap- 
pointed manager of public rela- 
tions of New York airports for 
American Airlines. David C. Frai- 
ley has been named to succeed Mr. 
Fisher as public relations repre- 
sentative in San Francisco. Mr. 
Fraily served in Washington and 
New York public relations offices 
before his transfer to San Fran- 
cisco. 


Quality Importers Maps Drive 

Quality Importers plans its 
largest merchandising campaign 
for Ambassador 25-year-old and 


12-year-old Scotch this fall. In 
addition to newspaper ads, Cue, 
Fortune, Life and The New Yorker 
will be used, with a full-page, 
four-color ad in the Sept. 19 Life 
to kick off the campaign. Similar 
promotion is planned for the com- 
pany’s Old Bushmill Irish whisky. 
Monroe Greenthal Co. is the agen- 
cy. 


S-W Appoints Pethick 

George A. Pethick has been 
made sales manager of the auto- 
motive division of Sherwin-Wil- 
liams Co. of Canada, Montreal. He 
— with the company since 
1918. 


EASY CHART 
SIZE 8 x 10 


Reproduction of Genuine Glossy 
Photos in Quantities 


6c in 500 and 750 QUANTITIES 
2 (1000 and over .06¢) 


HOTO-MATIC CO. 23 e"tnc'’s, Sagem 
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Plans for the cities of tomorrow are being studied today by architects, builders, engineers. 
In their offices you will find Cockletone Bond. 
This letterhead paper, such men have found, has the firm substance, “quality feel,” clean 
whiteness to lend appropriate impressiveness to their business messages. Consider appointing 
Cockletone Bond as your business representative. Its moderate cost will surprise you. 


THE FINEST LETTERHEAD PAPER EVER PRODUCED BY HAMMERMILL CRAFTSMEN 


SEND THIS COUPON NOW... for Cockletone 
Bond portfolio containing specimens of 
good modern letterhead design which you'll 


find useful in appraising, improving or re- 


designing your present business letterhead. 


We will also include a 
sample book of Cockle- 


tone Bond. 


Name. 


Position___ ital 
1, your business letterhead) AA64 


Hammermill Paper Company 
1459 East Lake Road, Erie, Pennsylvania 


Please send me—FREE—the Clockletone Bond 
portfolio and sample book. 


or 
PRINTERS 


(lease attach to, or write on 
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Bee Mitchell Joins Thomas 


Mrs. Bee Mitchell, formerly 
with the advertising department of 
American Brake Shoe Co. and 
editor of Brake Shoe News, has 
been appointed assistant to F. 
Morse Smith, vice-president in 
charge of Industrial Equipment 
News, New York, a Thomas pub- 
lication. 


McLaughlin to Venable-Brown 


Wm. J. McLaughlin, formerly 
advertising and sales promotion 
manager of the Hamilton Copper & 
Brass Works, Inc., Hamilton, O., 
has been appointed an account 
executive of Venable-Brown Co., 
Cincinnati agency. 


FILE CUTS, ART WORK 
PHOTOS, SAMPLES, Etc. 
<= 


Files 


Inexpensive fibre board yerticgl files that 
enable you to store a whale of a lot on little 
shelf space. No stack- 
ing. Made in 9 useful 
sizes -- 8 x 11 in. to 
11 x 14in. 1,2 and 
3 in. deep. Write for 
further information 
NDY and prices today. 
STORAGE FILE CO. Box 125-G WAUSAU, WIS. 


Bert Prall Named 
Butler President, 
Herberger Chairman 


Cuicaco—Butler Brothers had 
its second president in less than 
two years as Bert R. Prall moved 
up to succeed G. R. Herberger, 
who has become chairman of the 
board for the wholesale distribu- 
ting and chain store company. 

The move, said company spokes- 
men, is another step toward 
strengthening the firm’s top or- 
ganization. The president’s duties 
are to be realigned, so that the 
chairman of the board can devote 
full time to long-term responsibil- 
ities of merchandising and of shap- 
ing company policies generally. 
The president will be charged 
with the specific duties of opera- 
tion. 

Butler, whose sales for the first 
four months of 1949 are almost 
25% below the same ’48 period, 
already has streamlined its whole- 
sale and headquarters office or- 


a 


ITS EASY, 
“2 YOu 
KNOW HOW! 


State area. 


can do for you. Now? 


50,000 Watts © CBS | o 


The Branham Company, Representatives 
Henry Clay, General Manager 


L. radio as in riding-acts, there are two kinds of dare-devils 
—the ones who plunge unthinkingly into hazards (and 
graveyards), and the ones who survive and succeed through 
practice, experience and Know-How. 


In our 23 years of broadcasting to Deep Dixie, we of 
KWKH have learned more about what it takes to get the 
audience and advertising results in this region than any 
station, anywhere. For example, during the nursery season 
just ended, KWKH sold 14,000 orders of rose bushes at 
$2.95 per order. KWKH airs this experienced program- 
ming with 50,000 watts . . . gets top Shreveport Hoopers 
and the greatest BMB audience throughout this four- 


Let us send you the proof of what KWKH’s experience 


rkansas 


ganization, integrated the com- 
pany-owned stores more closely, 
and shifted its West Coast general 
wholesale business from San Fran- 
cisco to Chicago and Dallas ware- 
houses. It set out several months 
ago to cut expenses by $3,000,000 
a year and this economy program 
“is now well toward accomplish- 
ment,” the company said. 

Mr. Herberger joined Butler in 
August, 1947, although maintain- 
ing his interest in G. R. Her- 
berger’s, Inc., a group of depart- 
ment stores which has its head- 
quarters in St. Cloud, Minn. Five 
months later, Mr. Prall was brought 
in to aid in the reorganization, be- 
coming vice-president, executive 
assistant to the president, and gen- 
eral manager of the retail division. 
Before joining Butler, he was exec- 
utive vice-president of Dayton 
Rubber Co. and prior to that 
served 26 years with Montgomery 
Ward & Co., most recently as a 
vice-president. 


Consulting Company 
Buys ‘Philadelphia 
Magazine’; to Expand 


PHILADELPHIA—The Philadelphia 
Magazine, business and consumer- 
type monthly periodical semi- 
sponsored by the Philadelphia 
Chamber of Commerce and pub- 
lished by Municipal Publications 
Co., has been sold to members of 
the firm of Edward N. Hay & As- 


sociates, management consultant 
company. 
Purchase price was not dis- 


closed, but members of the 
Philadelphia firm which took over 
management of the magazine pur- 
chased all of the old publishing 
company’s stock. The first edition 
to be published by the Hay com- 
pany, which is listed as publishing 
house, will be the July issue. 

Co-publishers are M. Dale Per- 
vis, formerly associated with Cur- 
tis Publishing Co., and William A. 
Buckman, formerly with Esquire 
and the old Philadelphia Record. 
Plans are under way to quadruple 
the present 30,000 circulation fig- 
ure. Mr. Buckman disclosed that 
the new publishers are planning to 
hire a national survey organization 
to study readership, circulation 
and advertising potentialities. 

The new publishers will continue 
to be affiliated with the Chamber 
of Commerce, Mr. Buckman said, 
and also will continue to maintain 
executive offices in the Architect’s 
building here. 


Caterpillar Announces 
Ten Promoticns 


Caterpillar Tractor Co., Peoria, 
Ill., has announced the following 
changes in the general sales de- 
partment. H. H. Howard, general 
sales manager, has been named di- 
rector of sales, with J. J. Valentine, 
formerly assistant general sales 
manager, and J. H. Mohler, for- 
merly manager of sales training 
division, as assistant directors. W. 
N. Foster, assistant eastern divi- 
sion sales manager, has been ap- 
pointed manager of the new sales 
engineering division, and L. J. 
Deyo, formerly assistant to Mr. 
Valentine, has been named head 
of the market research group. K. 
F. Ames has been named to suc- 
ceed Mr. Mohler as sales training 
division manager and J. M. Abbey 
to replace Mr. Ames as assistant 
manager of central sales division. 
C. K. McClelland has been ap- 
pointed to succeed Mr. Foster as 
assistant eastern division sales 
manager. 

George E. Wennerlyn has been 
named assistant to W. K. Cox, ad- 
vertising manager, and Burt 
Powell, manager of publicity and 
sales publications division, has 
been promoted to assistant adver- 
tising manager. 


Marvin Weiss Joins WMOR 
Marvin Weiss, formerly with 

West Town Publications, Chicago, 

has joined the sales staff of WMOR, 


Chicago FM station. 
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Hey, Mr. Houbigant! Hey, 


The Creative Wan? Corner 


“Women’s service publications,” they call ‘em. And for 
good reason. They perform a service for the women who read 
them. They tell the housewife how to shape different kinds 
of rolls, how to get through the early weeks of marriage, how 
to determine whether or not your house fits your family. 

When they get around to beauty and skin care and what- 
not, they still go in for service information. And that, pre- 


Pace 8 A. 38:90, 7.98 


sumably, is why these 
publications have such 
whopping circulations 
among the females of 
this great land. 

The food manufac- 
turers were the first 
to seem to realize that 
advertising in these 
publications could well 
take a tip from the ed- 
itorial matter—and 
most of the food ads 
tell how to prepare 
tempting or easy or in- 
expensive dishes or 
desserts. The electric 
iron ads tell how to cut 
ironing time. The rug, 
the plumbing, the wall- 
paper, the appliance 
ads all have a “how to” 
approach. 

Only the perfume 
ads still go in for 
whispering what has 
aptly been called 
“beautiful nothings.” 
Can you imagine a 
babe who has _ just 
» leafed through nearly 
200 pages of practical 
information chasing 
down to the nearest 
drug store to buy her- 
self a jug of Chantilly 
because it’s “the per- 
fume to make hearts 


remember’’—because it’s “exquisitely haunting?” 


Mr. Coty! Hey, Mr. Bourjois! 


| 


Maybe that’s what’s ailing perfume sales today! 


Continental Oil 
Starts New Drive 


New YorK—An advertising pro- 
gram which calls for intensive use 
of newspapers, outdoor posters, na- 
tional magazines, radio and busi- 
ness papers is being launched by 
Continental Oil Co. for Conoco Nth 
motor oil and N-Tane gasoline. 

Spearheading the company’s pro- 
motional program will be inser- 
tions in 1,091 newspapers in ap- 
proximately 1,050 key cities and 
towns in the company’s marketing 
areas in the East, Midwest and 
South. Space units range from 
1,512 to 336 lines. 

Outdoor poster promotion calls 
for 3,489 posters in 1,287 traffic 
centers. Full 24-sheet posters will 
carry a different design each 
month through November. 

Four-color ads that explain the 
principles of oil plating will run 
in The Saturday Evening Post to 
the end of the year. Radio pro- 
grams, which include news, sports 
and a Sunday musical show, will 
be used in several local markets. 
A supporting campaign in 14 farm 
publications and in five oil and 


automotive papers will be run 
monthly. 

Geyer, Newell & Ganger is the 
agency. 


Lithographers Elect Ode 


Randolph T. Ode, president of 
the Providence Lithograph Co., 
Providence, R. I., has been elected 
president of the Lithographers Na- 
tional Association. E. W. Jackson, 
president of the Steck Co., Austin, 
Tex., has been named vice-presi- 
dent. Maurice Saunders has been 
reelected chairman of the board. 
Others reelected include: George 
C. Kindred, treasurer; Floyd Max- 
well, executive director, and Ed- 
ward D. Morris, secretary. 


Appoints Weightman Agency 

Weightman, Inc., Philadelphia, 
has been retained to handle the ad- 
vertising of Ocean Air Mfg. Co., 
Atlantic City, N. J., manufacturer 
and operator of mechanized rolling 
chairs. 


Bradford Joins Kudner 

Norman Bradford, formerly with 
Paris & Peart and J. Walter 
Thompson Co., New York, has 
joined the copy staff of Kudn-r 
Agency, New York. 
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All branches of illustration anc 
commercial photography, ir 
black and white and color — 
prints and transparencies. Photc 
retouching. 


1721 Ne. Wells St., Chicago 14 
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Salesmen Weigh 
Feadership Research 
Value as Sales Tool 


New YorK—Readership research 
must prove its value as a strong 
selling tool, and it is up to pub- 
lishers’ salesmen to demonstrate 
the worth of such surveys as that 
made of the Oct. 15 Automotive 
I dustries by the Advertising Re- 
search Foundation, members of the 
Dotted Line Club were told. 

The readership survey panel was 
conducted by J. F. Apsey Jr., ad- 
vertising manager, Black & Decker 
Mfg. Co.; E. Scott Pattison, vice- 
president, G. M. Basford Co., and 
William K. Beard Jr., vice-presi- 
dent, McGraw-Hill Publishing Co., 
chairman and members respec- 
tively of the administrative com- 
mittee in charge of the readership 
study. 

Following a presentation of the 
facts developed in the study by 
Nelson Sieber, Automotive In- 
dustries, which was illustrated by 
slides, Mr. Apsey read a number of 
letters from industrial advertisers. 
Most of them favored continuing 
studies of readership factors in 
other fields, particularly among 
merchandising, professional and 
institutional papers. 


s Most advertising agencies quer- 
ied, Mr. Pattison said, favor con- 
tinuing studies on readership eval- 
uation. But it is up to salesmen to 
take the initiative and prove to 
management and advertisers that 
these studies.are valuable sales 
tools. The ARF study, he said, 
gives salesmen a wealth of mater- 
ial for more effective selling. His 
agency, he added, is preparing a 
bulletin to explain to its account 
executives how to use the study 
horizontally. 

The financing of readership sur- 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 
ADVERTISING PUBLICATIONS, INC. 


100 E. Ohio St. Chicago 11 
FILL IN AND MAIL THIS COUPON 
TODAY 
f eee Leer wre ee Or El > lc CL, 
| Advertising Publications, Inc. | 
| Div. 922 | 
| 100 E. Ohio St., Chicago II, Ill. | 
| Gentlemen: | 
| Please send me copies of “Successful | 
| Sales Training." Enclosed is $_-__. | 
| | 


veys was discussed by Mr. Beard. 
At present, he said, $15,000 has 
been earmarked by Associated 
Business Publications for contin- 
uing research, but the money will 
not be spent until the current ARF 
study has demonstrated that it is 
the type of research needed to 
stimulate sales. 


Newspaper Ad Managers Elect 

William R. Cass, advertising 
manager of the Mill Valley Record, 
has been elected president of the 
Northern California Newspaper 
Advertising Managers’ Association. 
Other officers elected are: Leo 
D’or, Stockton Record, vice-presi- 
dent for dailies; Lyman Stoddard 
Jr., Walnut Creek Kernel, vice- 
president for weeklies, and Al 
Korn, Berkeley Gazette, secretary- 
treasurer. 


Station KGO Adds Ramey 

Mildred Ramey, formerly radio 
director of the Red Cross campaign 
in San Francisco for 1949, has 
joined the advertising, promotion 
and publicity staff of Station KGO, 
San Francisco. 


Expand Ac’cent Ads 
to West Coast Area 


Cuicaco—Following up a suc- 
cessful Springfield, Ill, test, In- 
ternational Minerals & Chemical 
Corp. has announced that it will 
launch advertising of its season- 
ing, Ac’cent, in the Pacific Coast 
area during June. 

Plans call for advertising in 
coast magazines, newspapers, radio 
and television, beginning in South- 
ern California. The promotion, in- 
cluding public relations and sales 
promotional material supplied to 
brokers and dealers, will be ex- 
panded to the Northwest by Aug- 
ust. 

Results of the six-month Spring- 
field test (AA, Nov. 15, °48) led 
the company to the conclusion that 
its mono sodium glutamate, re- 
cently recognized by the Food and 
Drug Administration as a natural 
food ingredient, can become a fast- 
moving retail item. Sales of the 
product had been limited largely 


to food processors, hotels and res- 
taurants, institutions and a limited 
group of retail stores up until 
last year. Ac’cent is marketed in 
both bulk and packaged form. 

Advertising and public relations 
campaigns for the product are 
being handled through the West 
Coast offices of J. Walter Thomp- 
son Co. 


Re Umberto Olive Oil 
Starts Newspaper Campaign 
Re Umberto olive oil, a product 
of Strohmeyer & Arpe, New York, 
importer and distributor, will be 
promoted in newspapers begin- 
ning this month in New York and 
New Orleans, later expanding to 
other cities. 
Among the newspapers to carry 
the ads in New York are the Daily 


News, Journal-American, Sun and . : 
World-Telegram. Charles W. Hoyt 


Co., New York, is the agency. 


Promotes Franklin 


Robert J. Franklin, former as- 
sistant advertising and sales pro- 
motion manager of the Gold Medal 


division of Straight Whisky Dis- 
tilling Co. of America, New York, 
an affiliate of Schenley Distillers, 
has been appointed advertising and 
sales promotion manager of that 
division. 


Erie Admen Elect Traut 

Paul Traut, Erie Engraving Co., 
Erie, Pa., has been elected presi- 
dent of the Erie Advertising and 
Sales Club. Edward Urbans, P. A. 
Meyer & Sons, has been named 
vice-president and Earl Brown, 
First National Bank, treasurer. 


Upham Agency Moves 

Philips Webb Upham & Co., New 
Haven, Conn., advertising agency, 
has moved to 110 Whitney Ave. 


For they and 


PLASTICTYPES. 


= easy to find yourself in trouble when you 
tackle the ticklish job of reproducing an appetiz- 
ing glass of beer in a long list of daily papers. 

And it’s easy to avoid that trouble, too—if you 
let yourself profit by the experience of the seven 
leading beer advertisers we refer to. 


their agencies learned from ex- 


perience that there is a critical difference between 


ordinary plastic plates and High Fidelity Reilly 


They learned from experience that our experience 
in producing pLastictyPeEs for the past six years 
has resulted in techniques, equipment and precision- 
standards unmatched in the industry. 

For example, if there is any loss of depth from 
the original in making pLastictyrPEs, it is so micro- 
scopically minute that it would have to be measured 
in microns to be detected at all. And with this loss 


HIGH FIDELITY 


THE ORIGINAL 
PLASTIC PLATES 


Why seven leading beer advertisers 
are never over the barrel 


of depth eliminated, or held down to a virtual zero, 
the gain to the advertiser in finer reproduction is 


enormous. 


Now that is just one of the things these adver- 
tisers and their agencies learned from experience 
about the difference between ordinary plastic plates 
and Reilly pLasticrypes. And everything they 
learned was learned not from our telling them, but 
from careful comparisons of actual tearsheets. Tear- 


sheets tell the truth. 


Tearsheets tell these seven leading beer adver- 
tisers just what they tell the other 350 national 
advertisers using PLAsTictyPes today. Tearsheets 
tell them that High Fidelity Reilly pLasticryrEs 
mean the cleanest, clearest, most uniform repro- 
duction that ever rolled off the nation’s varied news- 
paper presses. Tearsheets will tell you that, too. 
Write us and we'll send some along. 


REILLY ELECTROTYPE COMPANY 
305 E. 45th ST., NEW YORK 17, N.Y. MUrray Hill 6-6350 


CHICAGO .- 
SAN FRANCISCO - 


DETROIT + INDIANAPOLIS 
LOS ANGELES 
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Along the Media Path 


e@ The records are still rolling in, 
and here are three of the latest: 

The Boston Record, morning 
member of the tabloid Record- 
American combine, chalked up a 
new high in pages and advertis- 
ing volume with the May 6 issue 
of 96 pages, 70 of which were ad- 
vertising. The page total equalled 
the top reached by the evening 
American last Nov. 26, the largest 
tabloid page run ever rolled off 
in New England, and the 70 pages 
of advertising set a new high for 
both papers. Largest single ad- 
vertiser, according to Advertising 
Director Ernest Hoftyzer, was 
Sears, Roebuck & Co. 

The Philadelphia Inquirer set 
a new mark for its rivals to shoot 
at with the Sunday, May 8, edition 


paragraph blues 


The world’s best sales letter 
doesn’t stand a chance if the 
letterhead on which it is writ- 
ten has “operational fatigue”. 
If yours aren't clicking call the 
letterhead doctor, R.O.H. Hill, 
Inc., and get the prescription 
that has helped so many others 
—a genuine engraved letter- 
head, designed to sell. Costs 
but a fraction more — and 
sometimes less. Used by 
famous sales managers, every- 
where. Ask for samples and 
further details. 


R.O.H. LL NC. 
270A Lafayette St., New York 12 
Telephone: Canal 6-6340 


of 186 pages. It carried a total of 
310,711 lines of advertising, largest 
volume ever to appear in a single 
issue of any Philadelphia paper. 
Industry & Power, published by 
Maujer Publishing Co., St. Joseph, 
Mich., marked the beginning of its 
30th year with a June issue which 
set a new advertising space record. 
The issue totaled 218 pages, of 
which 154 19/24 pages were paid 
ad space. Previous high for any 
single month, 153 23/24 pages, was 
established in June, ’45. 


e Holiday has arranged storewide 
tie-ins in 1,400 chain and inde- 
pendent drug stores this summer 
on the theme, “For your holiday 
needs.” The Curtis magazine is 
providing the stores with packages 
containing banners, colored pen- 
nants, window and counter cards, 
etc. Cooperating groups include 
145 People’s stores in Maryland 
and Washington, D. C., 175 Lig- 
gett stores in the Northeast, 120 
Owl stores in the Pacific Coast, 75 
Lane-Rexall stores in the South- 
east, 45 Marshall stores in the 
Cleveland area, 650 Southwestern 
stores, 25 Katz stores in Kansas 
City and 115 Cunningham-Shapiro 
stores in Detroit. 


e@ The Conover-Mast publication, 
Aviation Operations, has won wide 
acclaim for its special study of 
“Operation Vittles,” the Berlin air- 
lift which Russia has finally 
acknowledged as the spectacular 
success it was. The technical study 
was undertaken at the invitation 
of the U. S. Air Force and rep- 
resents the combined efforts of 
five technical editors who traveled 


THE DAKOTA 
MARKET 


Write for FREE illustrated 
brochure outlining wealth and 
buying power of the Dakotas 


The reason WHY the Dakotas have 
retained their position as AMERICA’S STH FARM MARKET... 


A complete survey of the Dakotas showing income in 
comparison to other states, crop and livestock values for 
1948—Crop inventory, acres in production and cash value 
... the complete story of why alert advertisers are turning 
to THE DAKOTA FARMER as a means of reaching 
the rich Dakota farm empire. Write for yours today. 


J. P. Maloney, Adv. Mgr. 
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PLAN CONVENTION PROGRAM—Members of the convention pro- 
gram committee who recently reviewed the agenda for the Oc- 
tober convention of the Export Advertising Association in New 
York, included, left to right: J. L. Palmer, Foreign Advertising & 
Service Bureau; Joseph A. Jones, Export News Service; Frank E. 


Davis, Newsweek; J. A. Martins, Remington-Rand; R. F. Kendall, 
Gotham Advertising Agency; W. S. Honneus, Time internationo!; 
Irwin Viadimir, Irwin Viadimir & Co.; R. T. Lund, Reader’s Digest 
International; Melchor Guzman, Melchor Guzman & Co., and 
Frank Kurka, McGraw-Hill International Co. 


more than 30,000 miles to make on- 
the-spot inspections of every phase 
of the operation, which stretched 
from California to Berlin. This first 
description of the airlift as a 
whole gives the story of the co- 
ordinated efforts and skills of 
teams of experts in communica- 
tions, flight control, airport op- 
eration, weather forecasting, main- 
tenance and logistics of the armed 
forces and civilian services. One 
top Air Force officer termed the 
issue “practically an operating 
manual for the entire aviation in- 
dustry.” 


e As a 75th anniversary promo-~ 
tion, American Poultry Journal 
has just climaxed a $12,000 drive 
by sending out two golden guinea 
hens, ready for cooking, to every- 
one on the list in its direct mail 
“treasure hunt” campaign. The 
promotion, replete with parchment 
maps, gold coins and _ shovels, 
naturally advised advertisers and 
agencies that the Poultry Journal 
is “a treasure chest for readers 
and a $3 billion advertising treas- 
ure.” The seven-piece campaign, 
launched last October, was put to- 
gether by Ray Jenkins of Erwin, 
Wasey & Co., and won an almost 
100% return from a postcard re- 
quest on the final mailing which 
merely asked for the advertiser’s 
correct address. 


e Manhattan’s 16 department 
stores last year spent an estimated 
$16,962,318 for advertising space 
in New York newspapers, accord- 
ing to the New York Times re- 
search department. Of the total, 
26.1% was allotted to the Times, 
25% more than was spent in any 
other New York newspaper, it says. 


e A composite of the executives 
who read U. S. News & World Re- 
port is presented in a 20-page 
booklet, “Just call me George,” 
recently issued by the publication. 
It is a simple, straightforward ex- 
position of the typical subscriber 
to the magazine. 


e WIP, Philadelphia, reprints six 
major newspaper ads in its 1949 
spring-summer audience campaign 
in a new brochure, playing up its 
mystery shows, news programs, 
musical and children’s. shows, 
sports and Mutual network broad- 
casts. 


e An interesting example of news- 
paper enterprise was the repro- 
duction in the Deseret News May 
23 of a photograph of Chicago ad- 
vertising men taken at lunch at 
the University Club the same day. 
The photograph, made at a pres- 
sentation of the new consumer ana- 
lysis of the Salt Lake market made 
by the newspaper, was transmitted 
by Wirephoto, and some fast work 
in the engraving department en- 
abled it to appear in the same 
afternoon’s issues. 

The Deseret News has shown its 
new story of the Salt Lake City 
market and the expansion program 


of the newspaper to groups in 
the East and Midwest during the 
past month, and will present it to 
admen in Los Angeles and San 
Francisco in June. 


e Customers of Pabst Brewing 
Co. salesmen have been ringing 
doorbells a lot lately—actual wind- 
up doorbells fastened to folders 
prepared by the American Maga- 
zine promotion department. The 
cover invites retailers to “Push the 
button and see how the American 
Magazine rings the bell in 2,500,- 
000 homes for Pabst beer every 
month.” Inside, a copy of the April 
issue is opened to the full-page 
color ad for Pabst which started a 
six months’ campaign. Retailers 
have been unanimous in their 
praise of the novel introduction to 
the Pabst story. 


Sales Executives Elect 

James F. Keating, of the Factory 
Insurance Association, has been 
elected president of the Sales 
Executive Club of Hartford, Conn. 
R. L. Fosbrink, Aetna Casualty & 
Surety Co., E. J. Gadue, Royal 
Typewriter Co., and M. F. Will- 
iams, Fuller Brush Co., have been 
named vice-presidents. 


Named DuMont Distributor 


Sid Luckman, Chicago Bears’ 
professional football star, heads 
New World Distributors, 540 N. 
LaSalle St., Chicago, which has 
been named official distributor of 
DuMont television receivers in the 
Chicago area. 


Platt-Forbes Appoints Two 


George Erben, formerly an art 
director of General Electric Co., 
has been named art director of 
Platt-Forbes, New York. He will 
coordinate the activities of the art 
department in both the New York 
and Hartford offices. Farlan Myers, 
formerly in the press information 
department of Columbia Broad- 
casting System in Hollywood, has 
joined the company’s copy de- 
partment. 


Glenn, Jordan Adds Two 


Glenn, Jordan, Stoetzel, Inc., 
formerly Evans Associates, Chi- 
cago, has added E. R. Schorr, pre- 
viously assistant advertising man- 
ager of Lindbergh Engineering, 
and W. G. Bess, formerly with the 
Minneapolis office of Bruce B. 
Brewer & Co., to its copy staff as 
part of its expansion program. 
Other additions are expected 
within the next 30 days. 


Appoints Erwin, Wasey 

Manning, Bowman & Co., a sub- 
sidiary of McGraw Electric Co., 
has retained Erwin, Wasey & Co., 
Chicago, to handle the advertising 
of Manning-Bowman electric ap- 
pliances. The agency already di- 
rects the advertising for Toast- 
master products, made by McGraw 
Electric. 


CBS Promotes Arkedis 

George J. Arkedis has _ been 
named western sales manager of 
CBS-TV. Formerly an account ex- 
ecutive in the CBS-TV sales of- 
fice in New York, he will operate 
out of Chicago. 
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Eighteen Business 
Papers Quit ABP 
in Audit Fight 


(Continued from Page 1) 
of good business papers would be 
more generally recognized. 

“Our company was among the 
charter members of the organi- 
zation. We consider it most un- 
fortunate that the Associated Busi- 
ness Papers felt it necessary to de- 
clare war on all controlled papers, 
good or bad, thus failing to recog- 
nize a movement that is too large 
for anyone to stop, and dividing 
the business papers into two hostile 
groups. 

“We feel that it is inconsistent 
for the Chilton Co. to pay dues 
to an organization that is deter- 
mined to do everything possible 
to attack several valuable Chilton 
properties merely because they are 
distributed on a basis of controlled 
circulation and despite the ex- 
cellence of their editorial con- 
tent.” 


s Earl Shaner, chairman of the 
board of the Penton Publishing Co., 
Cleveland, and a former president 
of ABP, made the following state- 
ment of his reasons for the Penton 
resignation in a letter to Stanley 
A. Knisely, executive vice-presi- 
dent: 

“As we interpret the votes on 
questions pertaining to circulation 
policy, the members of ABP have 
decided not only that henceforth 
ABP shall be an active crusader for 
the principle of paid circulation, 
but also that ABP shall oppose 
certain legitimate aims of con- 
trolled circulation papers. 

“We believe this is a mistake on 
several counts. In the first place, 
it runs counter to every construc- 
tive movement of the times. Today, 
when throughout the world indi- 
viduals and institutions are striv- 
ing for unity and working to free 
mankind from the curse of intoler- 
ance, prejudice and discrimina- 
tion in all forms, ABP has taken a 
irastic step in the opposite direc- 
tion. It has intensified the class 
listinction between types of busi- 
ness publications at a time when 
it would have been more construc- 
tive to have sought unity among 
the better publications, regardless 
of the race, color or religion of 
their circulation policies. 


8 “Secondly, the action of ABP is 
unrealistic in that it ignores de- 
velopments in business paper pub- 
lishing which have become firmly 
established and are fully recog- 
nized by the overwhelming major- 
ity of advertisers and agencies. In 
restricting its future destiny 
solely to the rise or fall of paid 
circulation, ABP shuts its eyes to 
the potentials of any other kind 
of circulation, including controlled. 
In this respect the policy it adopted 
at Hot Springs was much more ap- 
propriate to conditions prevalent 
in the business paper field three 
decades ago than to conditions ob- 
taining today. At the present time 
a number of controlled papers are 
doing as good a job editorially and 
b. any other standards as the best 
piid circulation publications. This 
lact is recognized by readers, ad- 
vertisers and agencies and by a 
Steadily increasing number of pub- 
li hers. For ABP to ignore this 
Pp! ogress is to stamp it as unrealis- 
u- and unprogressive. 

“Thirdly, we believe that the 
£ eatest problem confronting busi- 
“ss paper publishing today is that 
© convincing all prospective busi- 
! ‘SS paper readers and advertisers 
t.at a good business paper can 
Scrve their needs better than any 
o'her type of medium. To do this 
j.0 effectively ABP or any other 
ganization needs the united. sup- 


= 


port of all publishers who main- 
tain high standards of practice. In 
its recent action at Hot Springs, 
ABP destroyed any hope that such 
unity can be achieved in the early 
future through the activities of 
ABP.” 


@iIn his letter of resignation 
Robert B. Luchars, president of 
Industrial Press, said: 

“The resolutions adopted at the 
Hot Springs convention commit 
ABP to a program which in our 
opinion is completely out of step 
with the avowed purpose of the 
association, to serve the common 
interests of business publications. 
We believe in paid circulation, but 
we are equally convinced that 
high quality free circulation, under 
certain conditions, has a value of 
usefulness that cannot be denied. . . 

“It would be manifestly absurd 
for us to help finance through our 
dues to ABP a promotion cam- 
paign the purpose of which is to 
undermine and discredit these 
ideas. The recent events have made 
it abundantly clear that opinions 
and convictions contrary to those 
of the dominaut group are not 
to be tolerated and the interests 
of the majority ignored.” 


ws Chilton and Conover-Mast pub- 
lish both paid and controlled publi- 
cations. Industrial Press publishes 
only ABC papers, but Machinery, 
which supplements its paid circu- 
lation with free distribution, is a 
member of both ABC and CCA, 
having joined the latter to obtain 
a vocational breakdown of the un- 
paid portion of its circulation, not 
shown on ABC statements. Pro- 
viding this information on ABC 
reports was opposed by the ABP 
in one of its Hot Springs resolu- 
tions. 

Penton Publishing Co. publishes 
both paid and controlled papers, 
while Scott-Choate publishes only 
ABC papers. Ahrens publishes 
three ABC and one controlled cir- 
culation paper. 


FOUR A’S HEAD URGES 
AUDITING ALL CIRCULATION 

New YorkK—Frederic R. Gamble, 
president of the American Asso- 
ciation of Advertising Agencies, is- 
sued a statement Friday advocating 
auditing of all circulation of busi- 
ness papers, paid or unpaid. 

“Advertising as a whole will be 
advanced if advertisers and agen- 
cies have full information about 
circulation of business publica- 
tions, paid or unpaid,” he said. 

The statement said the Four A’s 
urged auditing organizations to 
continue “their constructive ef- 
forts” to develop methods of veri- 
fying entire circulations, paid and 
unpaid portions, of business papers. 


ADVERTISERS WILL 
DECIDE, PUTMAN SAYS 


Cuicaco—The editor of ADVER- 
TISING AGE has received the follow- 
ing letter from Russell L. Put- 
man, president of the Putman 
Publishing Co., Chicago: 

“We appreciate the distinction 
of being singled out, by name, to 
be castigated in your leading edi- 
torial of May 30. This must be 
some kind of ‘first,’ I feel sure. 

“But will Editor Bernstein make 
one simple test? 

“Will he furnish his readers 
with a copy of the ‘Open Letter’ 
recently sent out by Putman Pub- 
lishing Co., which he so vigorously 
castigated? Will he let readers de- 
cide whether, as his editorial 
stated, in this ‘Open Letter’ 

“a. ‘Personalities rather than 
principles become the major is- 
sue.’ 

“b. ‘Intemperate language tends 
to replace logic.’ 

“Also, why not tell your readers 
about a recent report issued by Na- 
tional Business Publications, 
wherein six allegations of Mc- 
Graw-Hill’s Col. Chevalier are 


quoted and answered. 


PROETZ WINNERS—At the award dinner 


held in conjunction with the fifth annual 


Exhibit of St. Louis Advertising are two of the three top winners of the 1949 Erma 
Proetz Award competition sponsored by the Women’s Advertising Club of St. Louis. 
Left to right are Mary Louise Bohn, president of the club; Elizabeth Eyerly, account 
executive, Botsford, Constantine & Gardner, New York, winner in the copy division for 
a Jantzen foundations campaign; Sylvia James, public relations department, Phila- 
delphia Community Chest, first place winner in the radio-television classification, and 
Agnes McCaddon, award chairman. Jane Trahey, Dallas, winner of first place in the 

art-layout division for a Neiman-Marcus campaign, was not present at the dinner. 


“Why not let your readers decide 
‘Why did this “fight” start?’ and 
‘Who started it?’ 

“I’m sure you'll tell your read- 
ers about the current resignations 
from *ABP—a direct result of an- 
other phase of this ‘battle.’ (Note: 
Putman Publishing Co. never be- 
longed to ABP, so had no part in 
this ‘discord.’) 

“Must one group, when attacked, 
refuse to resist—lest there be dis- 
cord? ’Tis a concept worthy of the 
Politburo. 

“Must industrial advertisers be 
shielded from the truth about in- 
dustrial publishing? After all, it 
is their money we take. 

“Please tell the whole story— 
rather than ‘digest’ it in your own 
bias. If you’ll do that, we shall be 
happy to be castigated weekly in 
your editorials.” 


Harper Heads Larger 
Magazine Committee 
for Ad Foundation 


New YorK—Marion Harper Jr., 
president, McCann-Erickson, has 
been named chairman of an ex- 
panded committee of the Adver- 
tising Research Foundation for de- 
veloping a general magazine study. 
Mr. Harper has been acting chair- 
man since the death in February of 
Otis A. Kenyon. 

The committee, which has been 
increased from seven to 11 mem- 
bers, includes the following: Rob- 
ert B. Brown, Bristol-Myers Co.; 
Ben R. Donaldson, Ford Motor Co.; 
Bernard C. Duffy, Batten, Barton, 
Durstine & Osborn; Stuart Pea- 
body, Borden Co.; Guy Richards, 
Compton Advertising; David E. 
Robinson, C. J. LaRoche & Co.; 
Frederick B. Ryan Jr., Ruthrauff 
& Ryan; Howard R. Smith, Gen- 
eral Electric Co.; and ex-officio 
members, Frederic R. Gamble, 
American Association of Advertis- 
ing Agencies, and Paul B. West, 
Association of National Adver- 
tisers. 


Whirlpool Retains Paxson 


Paxson Advertising, Inc., Benton 
Harbor, Mich., will handle busi- 
ness paper, direct mail and cata- 
log advertising, as well as display 
material and sales aids, for the 
Whirlpool division of Nineteen 
Hundred Corp., St. Joseph, Mich., 
manufacturer of home laundry 
equipment. Beaumont & Hohman, 
Chicago, was named recently to 
handle national magazine and 
newspaper promotion for the com- 
pany (AA, May 30). 


McCray Takes Over at NBC 


Thomas McCray, national pro- 
gram director, last week took over 
the supervision of National Broad- 
casting Co.’s program department, 
although the network would not 
confirm the long-expected resigna- 
tion of Ken R. Dyke, program vice- 
president. Mr. Dyke could not be 


reached for comment. 


20th Century 
Goes to Public 
to Sell Movies 


(Continued from Page 1) 
press. From the broader public re- 
lations viewpoint, 20th thinks it 
pays off—as an antidote to mar- 
ital and marihuana escapades—to 
send its stars out among the peo- 
ple. What’s more, such personal 
appearances, which usually bring 
out the town’s big shots, help to 
increase the local exhibitor’s pres- 
tige and thereby his business. 


@ This year, more so than usual, 
perhaps, 20th’s advertising is being 
moulded in an opportunistic fash- 
ion. But even the “naturals’— 
Betty Grable musicals, etc.—are 
being watched closely to see that 
initial launchings catch on. Op- 
erating to make every dollar count, 
advertising executives probably 
will cut down on expenditures for 
those pictures which don’t click 
and try to make up for it on the 
next one. 

Among the releases which will 
rate especial attention are “Pinkie,” 
in which Jeanne Crain stars as a 
Negro girl who passes for white, 
and “Prince of Foxes,” the big 
money movie of the year for 20th, 
with Tyrone Power. 

“These days advertising for 
movies must do more than make 
claims or play up the stars,” Jonas 
Rosenfield, advertising manager, 
asserted. “People are interested in 
films with ideas as evidenced by 
their reception of ‘Snake Pit,’ 
‘Gentleman’s Agreement,’ etc. This 
company is making pictures with 
ideas, but we’ve got to get across 
to the people what they’re all about 
or they may decide to stay home.” 


ws The motion picture company 
has reduced its advertising budget 
sharply this year, with cooperative 
advertising—mostly newspaper— 
taking the biggest cut. This co-op 
program, which is about a 50-50 
proposition, is available now only 
to exhibitors in 39 key cities, as 
contrasted with the 240 which for- 
merly benefited by its provisions. 
No magazine copy has been used 
this year. Charles Schlaifer & Co. 
is the Fox agency. 

All of 20th’s future plans must 
necessarily be influenced by the 
government anti-trust action 
against major film companies 
which own exhibiting subsidiaries, 
although the effects of the so-called 
divorcement proceedings on Fox 
and its theater subsidiaries, Na- 
tional Theaters Corp. and Roxy 
Theater, Inc., still are undeter- 
mined. 

A sliding scale of film rentals 
has been set up to serve as an 
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incentive to exhibitors who do an 
outstanding job with Fox releases. 
But an earlier proposal to increase 
film rentals generally as a means 
of getting theaters to carry a fair- 
er share of expenses was aban- 
doned in the talking stage. 

“The theater part of the motion 
picture industry made $200,000,000 
last year,” Spyros P. Skouras, pres- 
ident of 20th, pointed out, “while 
the producing companies made 
nothing. Obviously unless these 
companies get a greater share of 
the profits, they can’t afford to 
produce pictures.” 


ws Like other major film producers, 
20th is watching the development 
of television closely. Mr. Skouras 
announced his plans for installa- 
tion of theater TV in 30 motion 
picture houses in the Los Angeles 
area at a_ recent stockholders’ 
meeting. An application will be 
made to the Federal Communica- 
tions Commission for a special TV 
channel for theater use, he said. 

Hollywood was chosen in pref- 
erence to New York because of the 
availability of theaters and talent. 
Such a program, to carry first- 
run movies and top TV talent, 
could not go into effect for at least 
18 months after a license is granted. 

Mr. Skouras’ deal to acquire 
American Broadcasting Co. seems 
to have fallen through completely, 
but the film executive readily ad- 
mits that he is in the market for 
television stations. Meanwhile, 
Fox’s applications for TV outlets 
in five cities are frozen, along 
with those of more than 300 other 
applicants. 

20th is gradually easing into 
the television production picture. 
“Crusade in Europe,” undoubtedly 
one of the best films ever carried 
on television, was produced for the 
company by the March of Time. 
“News Story of the Week,” a five- 
minute feature sponsored by Pal 
razors on ABC-TV, was produced 
by Fox. 


s Program activities are under the 
direction of Peter Levathes, vice- 
president of 20th Century-Fox 
Television Productions, who is 
doubling from his job as sales 
manager of the short subjects divi- 
sion. Several packages—live and 
film—are being offered to adver- 
tisers at prices ranging from $3,- 
500 to $10,000. 

With a film library of 80,000,000 
feet at his disposal, the emphasis 
in Mr. Levathes’ programming is 
naturally on film. However, he 
also is thinking in terms of live 
shows, looking forward to the day 
when his department will be 
equipped to put together a program 
to fit the specifications of any ad- 
vertiser. His list of shows includes 
one starring Kate Smith. 

Most 20th Century executives 
are reluctant to discuss the subject 
of releasing their first-rate movies 
(old or new) and stars for tele- 
vision, but their general reaction 
is: 

“That’s strictly an economic 
matter. Television so far hasn’t 
been able to afford either.” 


P&G Launches ‘Cash 
tor Charity’ Campaign 


Procter & Gamble last week 
broke a “cash for boxtops” cam- 
paign, to extend through July 31, 
with a full-color page in Life. 
Churches, clubs and charitable or- 
ganizations which collect tops and 
wrappers from Ivory Flakes, Duz 
and Camay will be given up to l¢ 
for each wrapper or box top. 

Color pages will run in five mag- 
azines, including Life and McCall’s; 
the drive will be plugged on five 
radio shows (“What Makes You 
Tick,” “Pepper Young’s Family,” 
“Truth or Consequences,” “Guid- 
ing Light” and “Road of Life”), 
and mats for dealer tie-ins will be 
supplied by Compton Advertising 
and Pedlar & Ryan, agencies han- 
|dling the products. The company 
ran a similar campaign in 1939, 
with excellent results. 
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Erwin, Wasey Appoints Two 


Stuart B. Potter, formerly head 
of his own agency, Stuart Potter, 
Inc., has been named an account 
executive of Erwin, Wasey & Co., 
Chicago. Harry V. Croswell, form- 
erly with LeVally, Inc., Chicago, 
Electrical Mfg. Co. and Admiral 
Corp., has joined the agency’s mer- 
chandising staff. 


Douglas Names Agency 


Hunter Douglas Corp., New 
York, maker of Flexalum slats 
for venetian blinds, has appointed 
Anderson, Davis & Platte, New 
York, to handle its advertising. 


Sherman Joins Grey 


Frederick B. Sherman, formerly 
with Ralph H. Jones Co., Cincin- 
nati, has been appointed account 
executive of Grey Advertising, 
New York. 
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Ansul Boosts Ad 
Budget to Meet 
New Competition 


Others Invade Fire 
Extinguisher Field 
It Has Held Since ‘39 


MARINETTE, W1s.—Ansul Chemi- 
cal Co., which has had the dry- 
chemical fire extinguisher field to 
itself since 1939, is now faced with 
competition from such big fire ex- 
tinguisher makers as Walter Kidde 
& Co. and American-La France- 
Foamite Corp. 

Realizing that a tougher selling 
job lies ahead, the company is 
using all the advertising tools in 
the box to hold its pioneer posi- 
tion, coordinating its advertising, 
customer and prospect service and 
publicity into its new customer re- 
lations division. It has increasea 
its advertising budget to more than 
$250,000 and hired Kenyon & Eck- 
hardt, New York, to publicize An- 
sul in the fire fighting field. J. A. 
Cormack, Advertising, Milwaukee, 
handles Ansul advertising. 

Ansul’s president, F. J. Hood, 
figures that only 1% of the poten- 
tial market for dry-chemical fire 
extinguishers has been reached and 
believes that the more the compe- 
tition pushes its products, the more 
Ansul will sell. 


a The dry-chemical idea was dis- 
covered by the Germans in 1890. 
In 1920 DuGas Engineering Co., 
financed by the Rockefellers, tried 
to develop dry-chemical extin- 
guishers for commercial purposes. 
It patented the process and began 
making extinguishers in 1931. 

However, DuGas did not prosper 
and Ansul bought out the com- 
pany in 1939, improved the pro- 
duct and patented it. When basic 
patents on the process expired in 
February, 1948, the big companies 
started producing their own ver- 
sions of the extinguisher. 

Ansul operates three divisions: 
Fire extinguisher, industrial chem- 
icals and refrigerants. The extin- 
guisher division is advertising in 
about 25 magazines this year, with 
an increase in its ad budget of 53% 
over last year. Industrial chemi- 
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ANSUL CHEMICAL COMPAR 


BEST, AND CHEAPEST—Both low main- 

tenance costs and the superiority of An- 

sul dry chemical fire’ extinguishers are em- 

phasized in this two-color copy, which 

offers prospects explanatory literature 
and comparative rating charts. 


cals ads appear in five publications, 
with this division upping its budget 
14% over 1948. The refrigeration 
division uses six magazines and is 
spending 100% more on promotion 
this year. 4 

s Since Ansul isn’t the only man- 
ufacturer of high-grade sulfur di- 
oxide and methyl] chloride, it must 
offer superior service to keep reg- 
ular customers and attract new 
ones. All technical literature and 
personalized selling in the refriger- 
ation and industrial chemical di- 
visions is aimed at doing a special 
service and the ads stress the serv- 
ice angle, too. 

All three divisions use publica- 
tions read by engineers in com- 
panies engaged in such industries 
as aviation, bus, electrical, gas, oil, 
textile and refrigerator. 

Ansul is currently putting 
on fire-fighting demonstrations 
throughout the country promoting 
a dry-chemical fire killer. In a typi- 
cal demonstration, a huge tank of 
oil is ignited and immediately put 
out by an Ansul salesman spraying 
a blast of white powder at the base 
of the flame. 


w The dry chemical extinguisher 
is designed mainly for use on 
flammable-liquid fires and fires in 
electrical equipment. Such coin- 
panies as Esso Standard Oil, Gen- 
eral Motors, Republic Steel, Beth- 
lehem Steel, du Pont, Trans World 
Airlines, Pan American and Proc- 
ter & Gamble use Ansul extin- 
guishers. 

In order to conduct these fire 
demonstrations successfully, An- 
sul salesmen must go through an 
intensive six months’ training 
course. The company not only 
wants its men to know how to han- 
dle the fire extinguishers, but to 
be competent fire protection con- 
sultants, according to Dick Baker, 
head of the customer relations de- 
partment. 

Ansul has four types of fire 
training programs: (1) Fire train- 
ing for Ansul salesmen; (2) fire 
training for salesmen of Ansul 
distributors; (3) fire training for 
customers and prospects, and (4) 
large-scale demonstrations for cus- 
tomers, Ansul salesmen and dis- 
tributors’ salesmen. The training 
goes on constantly. Distributors’ 
salesmen schools are held at least 
twice a year; customer and pros- 
pect schools are held three to four 
times annually, and large-scale 
demonstrations are put on two or 
three times a year. 


Owen & Chappell Names Black 


Thomas W. Black, formerly re- 
search manager of the New York 
Sun, has been appointed director 
of research of Owen & Chappell, 
New York agency. 


Joins Clark & Rickerd 

L. J. McGrady has joined the 
Toledo office of Clark & Rickerd 
as assistant account executive. 
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Advertising in the Test Stage 


Johnson Car Wax, 
Wax-Plate, Gets 
Philadelphia Test 


(Picture on Page 1) 

PHILADELPHIA—A year-long ex- 
periment with a new automobile 
wax, Wax-Plete, has been started 
in this area by S. C. Johnson & 
Son, Racine, Wis., in coordination 
with Atlantic Refining Co. service 
stations. 

The Wax-Plate product, applied 
by a spraying process in the At- 
lantic stations in Philadelphia, and 
Trenton, Chester and Wilmington, 
N. J., was introduced late in May 
with a page-and-a-half ad in the 
Philadelphia Inquirer. All service 
stations in the city were listed. 
This was followed a week later 
with a half-page ad. 

Following completion of the 
field test, Wax-Plate will be intro- 
duced on a national scale. It then 
will be made available to all serv- 
ice stations. The exclusive agree- 
ment with Atlantic is only for the 
duration of the field test. 


s In addition to newspaper adver- 
tising, spot announcements at first 
were taken on Station KYW 
through Needham, Louis & Bror- 
by, Chicago. However, when it was 
learned that this station covered 
too much territory, Station WPEN 
was substituted. 

Response to the test offer has 
been far beyond all expectations, 
it is said. The local Johnson office 
was flooded with requests from 
other oil companies for the new 
product. 

The introductory offer, in which 
a car gets a complete cleaning, 
costs $12.50. However, a coupon 
goes with the first job, which 
will permit a follow-up spraying 
of the Wax-Plate for only $3.95. 
New car owners get the privilege 
of the latter cost. 


FLUOR-AMM-INE CO. 
TESTS TOOTHPASTE 
MINNEAPOLIS—The Fluor-amm- 
ine Co., which has been promoting 
its ammoniated tooth powder con- 
taining fluorine for some time 
(AA, May 2), has opened a test 
campaign in the Twin Cities mar- 
ket area promoting its Fluor-amm- 
ine toothpaste. 
Two-column newspaper adver- 


tisements have been scheduled 
throughout the month of June ‘y 
the Minneapolis Star and Tribu: e 
and the St. Paul Dispatch ai 
Pioneer Press. Radio spot an- 
nouncements, plus merchandising 
aids and direct mail to dentists 
fill out the test program. 

The product introduction ¢i\)- 
minates about two years of ;e- 
search, designed to discover the 
best method of incorporating fli o- 
rine (found in bone phosphate) 
in paste form. 

The paste contains fluorine. 
phosphorus and calcium. Copy js 
headed: “Fluorine has been found 
to be the most effective agent to 
combat tooth decay discovered 
thus far by dental science.” 

Distribution at present is con- 
fined to the Twin Cities, Duluth, 
parts of Wisconsin and the Dako- 
tas. Martin-Williams, Minneapolis, 
is the agency. 


Thor Corp. Promotes New 
Gladiron Rental Program 


Thor Corp., Chicago, has an- 
nounced a new Gladiron rental 
program to its dealers, to whom it 
is offering a kit of special promo- 
tional materials for use in the 
drive. Suggested rental fee for the 
appliance is $1 per week, to apply 
on a down payment whenever a 
sale is completed. 

The program capitalizes on the 
recent end of Regulation W re- 
strictions on rental of appliances 
which sell below $100 (the Glad- 
iron retails at $99.50). John R. 
Hurley, Thor president, said a pre- 
vious test of the “low pressure” 
selling technique showed that par- 
ticipating dealers closed sales on 
70% of the Gladirons rented in a 
six-week period. 


Names von Zehle Agency 


Richmond Screw Anchor Co., 
Brooklyn, manufacturer of en- 
gineered tying devices, anchorages 
and accessories for concrete con- 
struction, has named William von 
Zehle & Co., New York, to handle 
its advertising in trade, technical 
and engineering publications. 


Appoints Lundgern 


Richard G. Lundgern, advertis- 
ing promotion manager of the 
Register-Republic and Morning 
Star, Rockford, Ill, has _ been 
named retail advertising manager 
Before entering the service, he was 
national advertising manager of 
the papers. 
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MYSTIKCALABELS 


FOR PRODUCT INDENTIFICATION 
; Apply trade names, trade marks, numbers, 


Pe FOR PRODUCT ADVERTISING 


Put sales messages directly on product | 


ay at point-of-sale. Apply to finest surface. 


Gf FOR PRODUCT INSTRUCTIONS 
Apply diagrams and insfructions on product for « 
tomer ...or job instructions during assembly. ae i 


Write for Free Samples 


2639 WN. Kildare ° 


Chicago 39, Illinois 


Mystik Trade Mark Registered © Offices in Principal Cities 
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Premium Advertising 
Has More Sales Pull, 
Starch Study Finds 


New YorK—Premium advertise- 
ments are seen by 10% more] 
readers, and enjoy better than a 
9% advantage over non-premium 
advertisements in terms of actual 
immediate sales, a recent consumer 
survey conducted by Daniel Starch 
& Staff reveals. 

A premium offer in an advertise- 
ment, the study says, is an ad- 
ditional feature that is used to 
attract the attention and interest 
of potential readers. The premium 
offer is a second “product” which, 
if advertised alone, might obtain 
considerable reader interest. Pre- 
mium advertisers hope, Starch 
says, that the reader interest of the 
offer will give a “bonus” to the 
readership of the advertised pro- 
duct. 

The Starch survey found the ex- 


( Advertisement) 


New Ad Agency V. P. 


John F. Reeder has joined William H. 
Weintraub & Company, Inc., New 
York, as a vice president and account 
executive for Kaiser-Frazer. Mr. 
Reeder is one of 233,123 men of broadly 
diversified business interests who read 
The Wall Street Journal regularly. 
Men who are “getting ahead in busi- 
ness” find this publication reports the 
pertinent events and situations of the 
business world. If influential, able-to- 
buy people are important to you, ad- 
vertise to them in The Wall Street 
Journal. You'll get more for your ad- 
vertising dollars in this only national 
business daily. 


tent of this “bonus” in an analysis 
of 37 premium advertisements 
matched with 57 non-premium ad- 
vertisements for the same pro- 
ducts, and appearing just before 
or after the premium advertise- 
ments. This represented a total of 
94 advertisements for five different 
products. 


s Results show that advertise- 
ments containing premium offers 
were seen by 10% more readers 
than non-premium advertisements 
for the same product. The “read 
most” scores for the premium ad- 
vertisements were reported as two- 
and-a-half times as high as for 
non-premium ads. 

“While the increase in thorough 
readership of the entire advertise- 
ment was due to the premium of- 
fer,” the report states, “readership 
of the portions of the advertise- 
ment describing the merits of the 
advertiser’s product in most in- 
stances obtained equally high 
readership.” 

Tests made of immediate sales 
as a result of premium advertising 
indicate that premium advertise- 
ments pull more than 9% over 
non-premium ads, Starch says. 
The report qualifies this figure 
with the statement that, since there 
were only a few advertisements 
studied in this category, “the 9% 
may not be an exact figure. How- 
ever, it points to a definite trend.” 


625 Stations Have LP Records 


Some 625 AM stations in this 
country are equipped to play 
microgrove transcriptions, Robert 
J. Clarkson, general manager of 
Columbia Transcriptions, a divi- 
sion of Columbia Records, Inc., 
New York, has reported. He said 
an additional 185 outlets plan to 
install LP players within the next 
two or three months. 


Ayer Appoints Sisson 


Edgar G. Sisson Jr., formerly 
vice-president and director of ra- 
dio at Pedlar & Ryan, New York, 
has been appointed director of ra- 
dio and television programming of 
N. W. Ayer & Son, Philadelphia. 


Morrissey Joins Richards 

William Morrissey, formerly 
with Albert Frank-Guenther Law, 
New York, has joined the copy 
department of Fletcher D. Rich- 
ards, New York. 


Dooley Joins Revere 

E. C. Dooley has joined the sales 
staff of Revere Photo Engraving 
Co., Chicago. 


selling the teachers 


| “FROM EVERY ANGLE ~ 


who buy the goods! 
ie 


: Primary & Kindergarten Teachers 


ACTIVITIES 


SPECIAL FLOOD NOTICE 


Automobiles financed by the Generel Motors 
Acceptance Corp. or your dealer and insured with 
the Motors Insurance Corp. are protected ageinst 
direct demage caused by floods. 


Hf such insurance policy is still in effect and your car 
has been so damaged please icate with 
your General Motors dealer. 


WARNING: De Not Drive Your Car 
If Damaged by Flood 


Ernest Allen Motor Co. Southwest Chevrolet Co. 
6th & Commerce Sts. 1201 W. Yuh St 
24171 3-2313 
Sanford Webb Motor Co Frontier Peatiac, Inc. 
1022 all St 40) Commerce St 
2.6201 3 21-7232 
Western Olds Co. 
3001 W. 7th St 


32-2521 


WARNING—This ad, signed by five Gen. 
eral Motors dealers, appeared in the 
Fort Worth Press during the recent 
flood to remind car owners to check on 
their insurance protection against “direct 
damage caused by floods.’ 


Philip Morris & Co. 
Doubles Its Net 


New YorkK—Net earnings were 
doubled, more cigarets were sold 
than in any previous year in the 
company’s history, and develop- 
ment of new sales promotion ef- 
forts are reported as highlights of 
the past 12 months in the annual 
report of Philip Morris & Co. Ltd., 
just released to stockholders. 

Net earnings were reported at 
$12,498,058 compared with $6,035,- 
278 for fiscal 1948. The number of 
cigarets sold in the domestic mar- 
ket, the report states, “exceeded 
by a substantial marg’n any pre- 
vious peak in our history.” Do- 
mestic sales value amounted to 
$221,664,000, a reported increase of 
$57,696,000 over fiscal 1948. Ex- 
port sales totaled $6,708,000, mak- 
ing all sales $228,372,000, a net 
increase of $57,114,000 over the 
preceding year. 


ws The company reported that it 
is meeting increased competition 
and “the challenge of tremendous 
advertising power with a program 
developed after careful research 
and market analysis. Our advertis- 
ing plans,” it says, “are concen- 
trated on two important phases— 
the development of productive sell- 
ing messages and techniques and 
the studied selection of media to 
be used on the most efficient 
basis.” 

Commenting on the use of tele- 
vision, the report noted, “We be- 
lieve that television will develop 
into an important selling medium 
and are continuing our study to 
develop a full knowledge of its 
potentials. Johnny, our living 
trademark, is particularly well 
adapted to television presentation.” 

The company now operates 31 
warehouses (it added three last 
year) and its inventories of aged 
tobacco are the largest it has ever 
maintained. 


ARF to Survey Montreal 
Transportation Advertising 


The readership of car card ad- 
vertising in Montreal will be meas- 
ured during October as Canadian 
Study No. 2 of the Continuing 
Study of Transportation Advertis- 
ing conducted by the Advertising 
Research Foundation, New York. 

The study will be made by the 
foundation on behalf of the Joint 
Committee for Advertising Re- 
search of the Association of Can- 
adian Advertisers and Canadian 
Association of Advertising Agen- 
cies. 


Ferguson Rejoins ‘Press’ 
Benton Ferguson, who left the 
advertising staff of the Fort Worth 
Press in 1939, has rejoined the 
newspaper as advertising director. 
Mr. Ferguson joined the Texas 
State Network in 1939 as vice- 
president and later was vice-pres- 
ident of Campbell-Mithun, Inc., 


in Minneapolis. 


Cincinnati Adclub Elects 


The Advertisers’ Club of Cin- 
cinnati has elected Edward H. 
Sundermann, vice-president of 
Progress Lithographing Co., pres- 
ident. Others elected are: Sam 
Rouda, manager of the advertis- 
ing production department of Kro- 
ger Co., vice-president; Harry 
Ewry, account executive of J. W. 
Ford Co., secretary, and Leonard 
Dahlmann, general manager of 
Advertisers Engraving Co., treas- 
urer. 


Fredenburgh Opens Office 


Theodore Fredenburgh, former 
general sales, advertising and pro- 
motion manager of Duell, Sloan 
& Pearce, New York, has opened 
his own office at 51 E. 42nd St., 
New York, which will service book 
publishers in the field of special 
representation and sales promo- 
tion. 


Adams Joins Kudner 


Douglas T. Adams, former as- 
sistant account executive of Paris 
& Peart, New York, has joined the 
control department of Kudner 
Agency, New York. 


Elect Daniel and Clark 


A. S. Daniel, treasurer of W. C. 
Ritchie & Co., Chicago, has been 
elected president of the National 
Paper Box Manufacturers. Joseph 
C. Clark, general manager of Kup- 
fer Bros. Co., New York, has been 
elected president of the National 
Paper Box Supplies Association. 


Elects Herbert Field 


Herbert Paul Field of Redfield- 
Johnstone Advertising, New York, 
has been elected executive vice- 
president. Mr. Field was previously 
with Lord & Thomas. 


Newey-Ayers Moves Offices 

Newey-Ayers Organization, pub- 
lic relations, has moved its offices 
to 231 S. LaSalle St., Chicago. 
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sor of the “Sportlog.”’ 


Bob Steelman, KOIL’s Sports 
Director, featured on Webber 
Motors’ “Sportlog.”’ 


Now, Webber Motors’ 
ever. 


Fishing series. 


FOOTBALL 


’ Webber, president of & 
Webber Motors, Omaha, spon- 


BOXING GOLF 
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| AUTO RACING FISHING 


2nd Year 


of the Midwest’s 
Biggest Sports Package 


| Sy “StL rY) 


Tremendous results the first year! 
“Sportlog” 
starts its second year greater than 
Two new features have been 
added—Football and a Hunting and 


A combination of all KOIL’s sports ABC 
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KOIL Builds 
rogrammin 
That Pays Off! 
105 local ad 
use KOIL tod 
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programs—“Sportlog” is 100% spon- 
sored by Webber Motors, Omaha, dis- 
tributor and dealer of Dodge and 
Plymouth cars and trucks. Webber 
Motors is just one of the many local 
advertisers who buy local shows on 
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OMAHA & COUNCIL BLUFFS 


Represented by Edward Petry & Co. 
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‘Chicago Tribune’ Promotes 
Campbell and McKittrick 


C. E. McKittrick, assistant ad- 
vertising manager, has been ap- 
pointed advertising manager of 
the Chicago Tribune. He succeeds 
Chesser M. Campbell, who was re- 


ag? 
bs is 
* 


C. E. McKittrick 


Cc. M. Campbell 


cently elected treasurer of the 
Tribune Co. Mr. Campbell had 
been advertising manager since 
March, 1935, and Mr. McKittrick 
assistant advertising manager since 
April, 1945. 

Both have worked as salesmen in 
all divisions of the advertising de- 
partment, starting with the com- 
pany in 1921. 


Army Times Publishing Moves 
The New York office of Army 
Times Publishing Co., publisher of 
Army Times, Air Force Times and 
Family Times, has moved to larger 
quarters at 41 E. 42nd St. 


SERVICE 

DIE CUTTING CO. 

155 Sixth Ave., WN. Y. C. 
Algonquin 5-1740 


Mounters and Finishers 
of Window Displays 


Lux Wins Hooper 
Honors; Columbia 
Leads Network Race 


New YorK—Lux Radio Theater 
retained its hold on the top posi- 
tion in the May 30th Hooper re- 
port, as Columbia Broadcasting 
System took eight of the first 15 
evening programs. 

The nighttime winners: 


Lux Radio Theater (Lever), CBS ......... 21.7 
Walter Winchell (Kaiser- 

eth aE EE: FR 18. 
My Friend Irma (Pepsodent), CBS ...... 18.3 
Godfrey's Talent Scouts 

I iesackienii 16. 
Jack Benny (Lucky Strike), CBS ........ 16.6 
Fibber & Molly (Johnson's 

 & SO eae 16.2 
Suspense (Auto-Lite), CBS ......00..0......... 14.2 
Bob Hope (Swan), NBC novice 13.9 


Bob Hawk (Camel), CBS 1 
Mr. Keen (Whitehall), CBS 1 
People Are Funny (Raleigh), NBC ....1 
1 
1 


Crime Photographer (Toni), CBS 
Mr. D. A. (Bristol-Myers), NBC 
Duffy’s Tavern (Bristol-Myers), NBC ..1 
Stop the Music (Eversharp, Speidel, 
Old Gold), ABC 1 


s NBC newcomers Dean Martin 
and Jerry Lewis scored a low 2.5, 
while Henry Morgan did much 
better with a 7.4 rating. 2 

Mutual Broadcasting System, as 
usual, monopolized the Sunday 
daytime list, taking the first four 
of the top group. 

The Sunday daytime leaders: 
The Shadow (Delaware, Lackawanna 


& Western Coal), MBS  ............c..0. 7.0 
True Detective (Williamson 

EE 6.4 
Quick as a Flash (Helbros), MBS .......... 5.2 
House of Mystery (General 

TTI scclalntsscinsessilsonitiipestcRtnhiinsescvendstosecsoes 5.1 
Harvest of Stars (International 

I, MU ian snd inet teremestanibgnenmpecectad 3.9 


Average evening rating of 7.9 
was up 0.1 from the last report, 
down 0.4 from a year ago. Average 
sets-in-use of 28.2 was up 0.3 from 
the last report, 0.7 from year ago. 


Institute Prepares Shoe 
Service Ads for Dailies 


The Shoe Service Institute, es- 
tablished by the National Leather 
& Shoe Finders Association, Chi- 
cago, has prepared a series of 
seven correlated newspaper ad- 
vertisements for use by shoe re- 
pairmen on a local basis. The pack- 
aged offer is announced in a spread 
in the June issue of Shoe Service, 
published by the association. 

A promotional program for the 
industry during the coming year 
will be outlined at the group’s 
annual meeting in New York June 
10-14. Plans include featuring the 
advantages and economies of fine 
shoe service through extensive use 
of newspapers and spot radio, sup- 
ported by tie-in displays for shops 
throughout the country. 


550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, NO. DAKOTA 


comes in loud and clear in a larger area 


than any other station in the U.S. A.” 


“ASK ANY JOHN BLAIR MAN TO PROVE IT. 


Do you expect a baby 
{on Sunday, June 19? 


CE AMPhat FREE! 


. 


That’s Father’s Day —and You'll be 
the luckiest Father of them all ! 


if your baby comes on Sunday, June 19th, 


come in and tell us about it on Monday. We'll 


give you the finest gift a father could 
have —a beautiful CHAMP HAT! 


HAT FOR POP—Champ Hats, Inc., Philadelphia, is supplying its dealers with ad- 
vertisements and displays such as this one in a special Father’s Day promotion. 
Walter Weir, Inc., New York, is the agency. 


Macfadden Finds 
Appliance Men 
Can Smile Again 


New YorK—The gloom in the 
appliance business may be slightly 
dispelled by the latest findings of 
Macfadden Publications’ wage 
earner forum, which discovered 
that its families plan to buy 2,500,- 
000 mechanical refrigerators, near- 
ly 2,000,000 automobiles and 800,- 
000 TV sets. 

These purchases are in addition 
to the buying of durable products 
which already has taken place. 

A clue to why appliances are 
moving slowly is provided by the 
belief held by 60% of the families 
that prices are too high and will 
come down. 

The intent to buy refrigerators 
has two interesting sidelights: 
86% already own a mechanical 
refrigerator, and 36.5% of these 
were purchased before the war; 
although about half of wage earn- 
er families live in rented homes, 
86% own their own refrigerators. 

Also significant, Macfadden 
thinks, is the fact that 35.9% of 
wage earner families have bought 
refrigerators since the war, com- 
pared to 18% of white collar fami- 
lies. 


s In a list of ten items nearly one- 
third of the families expect to buy 
more than one. Here’s how the 
buying expectation and owner- 


ship stack up: 
Plan 
to Now 


Buy Own 
Mechanical refrigerator .. 12.4% 86.5% 
Electric clothes washer . 8.6 74.4 
Electric toaster ................. ‘ 5.9 81.2 
ian a iE ES 5.2 94.6 
Television set .......... 4.1 2.4 
Electric iron. ......... 3.1 95.6 
Home freezer ....... 1.0 1.2 
Dish washer ....... 0.3 0.4 
PO 9.4 65.9 


OS Be ee ee 4.2 50. 

Further, the wage earners have 
money. Although they often ex- 
pect to buy on time, 70.2% have a 
bank account, and 56.7% have 
savings bonds. About half have 
drawn at least $25 from their sav- 
ings accounts in the past three 
months, but 26.7% expect to buy 
savings bonds compared to 24.8% 
who definitely will not. 

Here’s the breakdown on the 
percentages holding off on pur- 
chases because they felt prices 
were too high (a substantial num- 
ber, Macfadden says, also men- 
tioned poor quality): automobile, 
35.8%; house furnishings, 20.6%; 
real estate, 17.4%; refrigerator, 
16.1%; rugs, 12.4%; washing ma- 
chine, 11.6% and television 11.3%. 


‘SHOPPER'S MARKET,’ 
‘AMERICAN’ WILL SAY 

New Yorx—American Magazine 
will break a newspaper and busi- 
ness paper campaign this week 
asserting that savings and bank 


H 


balances are higher now than in 
1948, but that consumers are shop- 
ping for quality. 

“If you’re an advertiser with a 
quality product at a fair price— 
if you have a sales story that can 
put your product across to people 
who buy by judgment, you’re set 
to sell the ‘shopper’s market’!,” 
copy says. 

The copy points up readers’ in- 
come of $100 per family over the 
national average, that 92% have 
life insurance, 66% own their own 
homes, 68% have checking ac- 
counts and 70% have savings ac- 
counts. 


‘Southern Fireside’ 
Shifts Page Size, 
Cuts Page Rate 


BIRMINGHAM—With its initial is- 
sue still several months away, 
Southern Fireside has decided to 
change its page size from 9%x 
1234” to 7x10”, and its page rate 
will be $1,875 for a black-and- 
white page, one time, compared 
to the $3,000 rate first announced. 

Southern Fireside is due for 
August publication, with its 
monthly issue dated September. It 
will have initial circulation guar- 
antee of 500,000, will cost 25¢ 
per copy, $2 a year by subscrip- 
tion. 

The magazine is published by 
Brown-Seiwell Co., a new organi- 
zation (AA, March 14), and its 
agency is Erwin, Wasey & Co., 
New York. 


Brocker Handles Geyer Media 


Charles Brocker, vice-president 
in charge of operations of Geyer, 
Newell & Ganger, New York, and 
former media director of the agen- 
cy, has taken over as acting media 
director since the resignation of 
Eugene Cogan as media director 
(AA, May 30). 


Wieder Joins Lewis & Gilman 


Samuel Wieder, formerly copy 
chief of Paul Klemtner & Co., 
Newark, has joined the copy de- 
partment of Lewis & Gilman, Inc., 
Philadelphia. 
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FCC Ruling Gives 
Editorial Freedom 


to Broadcasters 


(Continued from Page 1) 
balanced presentation of all re. 
sponsible viewpoints on particular 
issues can such editorializing 5¢ 
considered to be consistent with 
the licensee’s duty to operate in 
the public interest.” 


a FCC insisted on its right to 
take editorializing into account in 
considering the general prograin- 
ming record of stations up fo, 
license renewal. 

Denying that its general revie\ 
of programming violates the “first 
amendment,” FCC said: “Freedom 
of the people as a whole to enjoy 
the maximum possible utilization 
of this medium of mass communi- 
cation” must not be subordinated 
“to the freedom of a single person 
to exploit the medium for his own 
private interest.” 

Commissioners felt the FCC 
statement was too legalistic. Com- 
missioner Frieda Hennoch said the 
ban on editorializing should re- 
main “in the absence of some 
method of policing and enforcing 
the requirement that the public 
trust granted a licensee be ex- 
ercised in an impartial manner.” 

Chairman Wayne Coy and Com- 
missioner Paul Walker, who are 
attending an international con- 
ference in Paris, did not parti- 
cipate. 


HENRY J. NOLAN 


RicHMOND Hitus, N. Y.—Henry 
J. Nolan, 40, assistant comptroller 
of McCann-Erickson, New York, 
died suddenly of a heart attack on 
May 25 at his home, 111-04 111th 
St. here. 

Mr. Nolan had been with Mc- 
Cann-Erickson for the past 25 
years. 


E. J. BERNARD 


Cuicaco—Edmund J. Bernard, 
57, central division sales manager 
of Kraft Foods Co., died in his 
home here Wednesday. He had 
served with the company since 
1921, and as its central division 
manager since 1934. 


Borden Puts Armstrong Brand 
Dog Food Under Own Name 


The Borden Co., New York, is 
now manufacturing dog food prod- 
ucts under its own name and has 
discontinued the Armstrong Brand 
Armstrong Food Co. was acquired 
by Borden in 1946 and .had been 
operating as a separate unit within 
the division, now known as Bor- 
den’s dog food department. The 
change was made in order to get 
complete identification of the dog 
food with the company. The com- 
pany plans a point-of-sale pro- 
motion. Young & Rubicam, New 
York, is the agency. 


To Mark, Mautner & Berman 


Sidney R. Rose, formerly exec- 
utive sales manager of the Checker 
Express Co., Milwaukee, has joined 
Mark, Mautner & Berman, Mil- 
waukee agency, in an executive 
sales capacity. 


Seven (7) different tools for making 
repaire around the home, office, farm 
and avtomobile ...or for model build- 
ing and hobby crafting. Tools are high 


grade alloy steel .. . handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


STANDARD PRESSED STEEL CO. 


JENKINTOWN, PA. Box 10 
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Surface Oven 
Gets First Test 


in Chicago Area 


(Picture on Page 1) 

Cuicaco—With a full page in the 
Chicago Tribune June 2, the Ar- 
thur Beck Co. officially opened a 
full-scale market test for its im- 
proved Surface Oven. 

The product, a device for chang- 
ing burner heat into convected 
heat, permits baking on top of the 
stove, frying foods without smok- 
ing or spattering of grease, and 
also permits cooking of vegetables 
with a minimum of water, thus 
reducing vitamin loss. 

Various versions of the product, 
originally manufactured and mar- 
keted by Ade-O-Matic Co., have 
been sold in markets across the 
country since prewar years. How- 
ever, an improved version, made 
by Arthur Beck Co. since March 
this year, is the one featured in 
the Chicago market test. 


a The Beck Co. has made and dis- 
tributed its Artbeck baster, whip 
beater and hot pan handle for sev- 
eral years, and took over the Sur- 
face Oven as an addition to its 
housewares line. 

Preliminary plans called for a 
test in Peoria, through Kaufman & 
Associates, the agency handling the 
account. However, after a showing 
of the test ad copy to the agency’s 
consumer panel, and after showing 
it to jobbers and department 
stores, the company decided to 
conduct its first major test in Chi- 
cago, since reaction was highly 
favorable. 

A concentrated sales and mer- 
chandising drive in the Chicago 
area resulted in placing $80,000 
worth of merchandise (the Sur- 
face Oven retails for 69¢) in three 
weeks. Department stores, chain 
variety, some independent variety 
and hardware stores are handling 
the oven. 

Kick-off for the consumer drive 
was the full-page, reader style ad 
in the Chicago Tribune. By 8:20 
a.m, the company’s phone began 
ringing, and before noon, several 
hundred calls were received from 
interested dealers and consumers. 


s As AA went to press, the com- 
pany and its agency were compar- 
ing notes on the surprising reaction 
to the test, in which sales appear 
temporarily to have outstripped 
production. When final results are 
in, the company will put the fin- 
ishing touches to plans for intro- 
ducing the product market by mar- 
ket this fall. 

Final decision for the selection 
of additional markets will be made 
following the July housewares 
show in Atlantic City, although 
New York is likely to be the next 
city on the list, with the promotion 
set to break early this fall. 

Following the individual mar- 
ket introductions, large space ads 
for the Surface Oven will run in 
ail leading women’s service mag- 
avines late this fall—in addition to 
the regular schedule on Artbeck’s 
o'her products. 


Elgin's Shennan Replies 
to Watch Group Proposal 
James G. Shennan, president of 
Elgin National Watch Co., Elgin, 
I 1. told AA last week that he had 
not responded to the invitation of 
enjamin S. Katz, president of 
ruen Watch Co. and the Ameri- 
in Watch Assemblers’ Associa- 
mm, to join with the AWAA in a 
int institutional promotion—be- 
iuse he had never received the 
ivitation, personally or otherwise 
\A, May 30). 
Mr. Shennan said his company 
ntributes to the Jewelry Industry 
/uncil’s institutional promotion 
mpaign and that he feels the 
J C is the best instrument for such 
 stitutional effort. 


—ae er Oa 


en ae 


publisher of Redbook, told AA last 


the agency. 


vision time buyer. 


Last Minute News Flashes 
FC&B Opens Office in Mexico City 


New YorkK—Foote, Cone & Belding’s new Mexican associate will be 
known as Publicidad General, Foote, Cone & Belding, S. A., and is at 
Paseo de la Reforma 139, Mexico, D. F. Bessie Galbraith de Reyes is 
regional director, Luis de Llano will be in charge of radio, television 
and motion pictures for all of Latin America, and Luis Moreno Verdin 
will be public relations officer. L. G. Dillon, executive vice-president, 
said plans are in preparation for offices also in Cuba and Argentina. 


Wyman Won't Run Again for ABC Board 


New YorK—Phillips Wyman, vice-president of McCall Corp. and 


week he would not be a candidate 


for reelection to the board of directors of the Audit Bureau of Cir- 
culations. “The work has become more arduous at a time when I have 
less time to devote to it,”” Mr. Wyman explatned. 


K&E Named to Handle New Sylvania TV Sets 


BuFrraLo—Sylvania Electric Products, Inc., has appointed Kenyon & 
Eckhardt, New York, to handle advertising of Sylvania television sets, 
which will hit the market Oct. 1. Sylvania television headquarters will 
be here under the direction of Edward E. Lewis. 


Rheem Cuts Budget to Less Than $500,000 


New YorK—Rheem Mfg. Co. has drastically reduced its advertising 
budget to less than half a million from last year’s total, which was re- 
ported as more than $1,500,000. At the same time, Rheem has discontin- 
ued completely its public relations department and has reduced its ad- 
vertising production force here and at Baltimore to a small administra- 
tive group. Foote, Cone & Belding continues as the agency. 


Minute Maid Orange Juice Ads Scheduled 


New YorK—Vacuum Foods Corp. is placing full-page and smaller 
ads in newspapers in 20 cities promoting Minute Maid frozen orange 
juice concentrate in connection with a Reader’s Digest story on the 
product in the June issue. Doherty, Clifford & Shenfield, New York, is 


Mary Dunlavey Joins Newell-Emmett 


New YorK—Mary Dunlavey, formerly with Pedlar & Ryan and 
Ruthrauff & Ryan, has joined Newell-Emmett Co. as radio and tele- 


Low Rating Sends 
Borden Radio Show 
Back to Daytime 


New YorK—Borden Co.’s “Coun- 
ty Fair,” which did very well as 
a daytime attraction before it 
shifted to evening in January, 
will go back to a daytime spot 
effective July 9. Its new time: 
Saturdays, 2:30 p.m., EDT, (CBS). 

Stuart Peabody, assistant vice- 
president in charge of advertising 
and public relations, said that 
Borden, which will give up the 
Wednesday night half hour on 
Columbia, does not contemplate a 
new nighttime radio show for fall. 

“ ‘County Fair’ has a fine selling 
record for us; it’s always done 
well on sponsor identification,” 
Mr. Peabody said. “We will shift 
back to daytime for an obvious 
reason. The show isn’t doing 
enough better at night to make the 
difference in time cost a good in- 
vestment,” 

(The program’s May 30 Hooper- 
ating was 5.0, putting it in 98th 
place.) 

The Bordon executive also 
pointed out that the 30-minute 
audience participation show—han- 
dled through Kenyon & Eckhardt 
—has good television possibilities. 
Currently, the company is airing 
TV film spots in New York and 
other cities, placed by Young & 
Rubicam. 


P&G's ‘Brighter Day’ 
Will Switch to CBS 


Effective early in July, Procter 
& Gamble’s “A Brighter Day” show, 
which plugs Dreft, will leave the 
National Broadcasting Co., where 
it now is heard Monday through 
Friday at 10:45 a.m., EDT. 

The program will replace “What 
Makes You Tick,” sponsored by 
the company’s Ivory Flakes, on 
the Columbia web at 2:45 p.m., 
Monday through Friday. Ivory 
Flakes (Compton Advertising) will 
continue as sponsor of the new 
show. The move is part of P&G’s 
revised summer radio schedule. 


AMA Unit Elects Meyer 

Newell G. Meyer, on the promo- 
tion staff of the Milwaukee Jour- 
nal, has been elected president of 
the Milwaukee chapter of the Am- 


erican Marketing Association. 


Company Gives Town 
of 3,000 Country 
Club, Golf Course 


LeSugur, Minn.—Minnesota Val- 
ley Canning Co. last week offi- 
cially presented the citizens of this 
community of 3,000 with a new 
golf course and country club—with 
a family membership fee of only 
$30. 

The project, a joint effort of the 
company and a civic committee, 
was preceded by special beginners’ 
classes, clinics for average golfers, 
and reams of publicity aimed at 
getting 95% of the entire com- 
munity on the course at least once 
this summer. 

Said Robert C. Cosgrove, the 
company’s president: “The club 
is to be the kind of place where 
any member of the community can 
entertain guests or take his family 
for dinner in the most congenial 
surroundings. Everyone is eligible 
for membership—the fireman, 
banker or industrialist. 

“Most of the families in LeSueur 
work for the canning company in 
some capacity or other. It is only 
fitting, then, that the company 
demonstrates its feeling of social 
responsibility by presenting to the 
citizens the sort of community cen- 
ter which only towns of much 
larger size can afford.” 


Davis Appoints 2 Agencies 

R. B. Davis Co., Hoboken, N. J., 
has appointed Duane Jones Co., 
New York, to handle advertising 
for Davis baking powder and the 
chocolate frosting and fudge prod- 
uct, Swel. Brisacher, Wheeler & 
Staff, New York, has been named 
to direct the company’s advertising 
for Cocomalt. 


V & O Press Names Woodin 


V & O Press Co., division of 
Rockwell Mfg. Co., Hudson, N. Y., 
has placed its advertising account 
for industrial presses with G. B. 
Woodin Co., New York. Pages and 
fractional pages will be used in 
business papers. 


Richmond Agency Moves 


M. Evans Richmond Advertising, 
Philadelphia, has moved from 1411 
Walnut St. to 1518 Walnut St. The 
company also maintains offices 


in Boston and Hollywood. 


YARDVILLE, U. S. A.—Marvin Pierce, 
standing, president of McCall Corp., in- 
troduces Otis L. Wiese, editor-in-chief of 
McCall's, as toastmaster at McCall's 
Yardville ‘Report to the Nation” luncheon 
held in New York on May 25. 


Dr. Pepper Goes to 
Ruthrauff & Ryan as 
Tracy-Locke Resigns 


(Continued from Page 1) 
part company and still remain good 
friends. 

“Our 22 other accounts... which 
represent approximately 85% of 
our current billings are unaffected 
...To Dr. Pepper Co. and to our 
successor agency, we wish the 
greatest good fortune and a bright 
future.” 

Dr. Pepper originated in Waco, 
Tex., in 1885, and was popular in 
a number of Texas markets prior to 
1927, when aggressive advertising 
of the product as a food, with the 
slogan, “Drink a Bite to Eat at 10, 
2 and 4 o’clock—or anytime you’re 
hungry, thirsty or tired,’ was 
launched. The company now serves 
about 430 franchised bottlers in all, 
or parts, of 44 states. 


Students Witness 
Televised Operation 
in Natural Color 


PHILADELPHIA—-Medical students, 
doctors and members of the press 
watched several operations per- 
formed over color television last 
Tuesday (May 31). 

Doctors previously had used 
black-and-white video to demon- 
strate surgical techniques and 
procedures to classes, but this 
was said to be the first medical 
use of color TV. It took place at 
the hospital of the University of 
Pennsylvania. 

Similar demonstrations are sche- 
duled by the Medical School of 
Pennsylvania at the forthcoming 
meeting of the American Medical 
Association in Atlantic City. 

Columbia Broadcasting System 
designed the color camera for med- 
ical use by Smith, Kline & French 
Laboratories, pharmaceutical man- 
ufacturer, with Zenith Radio Corp., 
Chicago, producing the receivers. 
CBS and Zenith executives em- 
phasized that the receivers could 
not be used in regular commercial 
videocasting as they receive the 
images over wire. 


‘Reader's Digest’ Figures 
Combined Canadian Editions 


Figures for the Canadian edi- 
tions of Reader’s Digest (French 
and English) were combined in 
the magazine linage report in the 
May 23 issue of AA, instead of be- 
ing properly separated. 

The English edition of Reader's 
Digest circulated in Canada car- 
ried 59 pages of advertising in May, 
compared with 16 pages last year. 
For the Jan.-May period, it carried 
179.5 pages, as against 78 pages 
last year. The French edition cir- 
culated in Canada carried 58 pages 
in May, 15 pages last year, and for 
the Jan.-May period, 184.5 pages 


this year and 71 pages last year. 


CBS Out to Get 
Video Names, Too, 
DuMont Discovers 


New YorK—Ted Steele, one of 
the leading personalities developed 
by the DuMont Television Network, 
will start a noontime show for 
CBS-TV today (June 6). The pro- 
gram will go before the cameras 
daily. 

His Monday-Friday show on 
WABD-DuMont, New York, was 
signed, it was ballyhooed, as a ten- 
year, $1,000,000 agreement. 

Mr. Steele’s nighttime program, 
sponsored by the DuMont receiver 
division, will continue to be heard 
Fridays on DuMont. The piano- 
playing orchestra leader will be 
the third major DuMont artist to 
switch to Columbia. The first two 
—Mary Kay and Johnnie Stearns, 
the comedy team, which is spon- 
sored by Whitehall—took a round- 
about route from DuMont to CBS, 
stopping off briefly at NBC. 

Columbia also chalked up a Vic- 
tory over the opposition when 
“Lux Radio Theater,” the second 
oldest commercial program on the 
network, was renewed for its 15th 
season. NBC reportedly made a 
heavy pitch for the Lever Bros. 
drama, with top executives visit- 
ing Cambridge frequently during 
the past few weeks. J. Walter 
Thompson Co. handles this show. 


Int'l Silver Drops 
Radio, Says It Is 
Declining in Value 


New Yorx—‘Radio is declining 
in value,” Craig D. Munson, vice- 
president and general sales man- 
ager of International Silver Co. 
wrote all of the company’s dealers, 
in explanation of International’s 
move to bow out of radio after 12 
years. 

Mr. Munson explained that the 
company had dropped the Ozzie 
& Harriet show (Sundays, 6:30 
p.m., CBS), not because it is not 
a good program, but because of 
the “rapid growth of television, 
which will be the best of all media 
for advertising silverware.” 

He added that the advertising 
funds will be “fully reinvested” in 
magazines and a major television 
campaign in the fall, covering 
every available TV city. 

Young & Rubicam, which handles 
International’s Sterling Silver di- 
vision, William Rogers & Son and 
1847 Rogers Brothers brands, is 
expected to handle the fall TV 
show. Mr. Munson, in Chicago last 
week for a sales meeting, could 
not be reached for additional com- 
ment. 

(Fuller & Smith & Ross directs 
Rogers Sterling division adver- 
tising; Newell-Emmett Co. handles 
the Holmes & Edwards division, 
and Young & Rubicam also directs 
Canadian promotion.) 


Como Show to Replace 
‘Chesterfield Supper Club’ 


Liggett & Myers is making plans 
to discontinue the “Chesterfield 
Supper Club” as of next fall. A 
30-minute show weekly with Perry 
Como will take the place of the 
15-minute daily musical session. 
The new Como show, like “Sup- 
per Club,” will be on NBC. Chester- 
field also plans a Como TV pro- 
gram. ; 

Bill Lawrence, Arthur Godfrey’s 
vocalist on the Chesterfield CBS 
programs, will be the summer star 
on the “Supper Club,” starting 
June 13, when Mr. Como takes a 
vacation. 


Two Appoint Silton Agency 
Silton Brothers, Inc., Boston, 
has been appointed to direct the 
advertising of Kayson Sports- 
wear Corp., manufacturer of femi- 
nine sportswear, and Kewpie 
Klothes Corp., a division of Kay- 
son, manufacturer of children’s 
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Philadelphia Adwomen Elect 

Alice Lynne Mooney, of Law- 
rence I. Everling, Inc., has been 
elected president of the Philadel- 
phia Club of Advertising Women. 
Other officers include: Mrs. Jerrie 
C. Rosenberg, Lavenson Bureau of 
Advertising, lst vice-president; 
Ann La Mott, Ford Bros. & Co., 
2nd _ vice-president; Marie Ker- 
rigan, A. Pomerantz & Co., record- 
ing secretary; Mary B. Whitmore, 
Accurate Addressing Co., corre- 
sponding secretary, and Gladys N. 
Mornan, S. E. Roberts, Inc., treas- 
urer. 


*Mirror's’ Circulation Up 

The Los Angeles Mirror has in- 
creased its circulation guarantee to 
140,000 average daily net paid. Ad- 
vertising rates will remain un- 
changed. The new circulation 
guarantee is an increase of 40% 
over the 100,000 guarantee made 
last October on which the adver- 
tising rates were based. The aver- 
age daily net paid circulation for 
April was in excess of 157,000. 


Sears Opens 2nd S. A. Store 


Sears, Roebuck & Co., Chicago, 
will open a large retail store in 
Rio de Janeiro June 6. A store of 
similar size was opened in Sao 
Paulo, Brazil, on March 15. Sears 
now operates retail stores in 
Havana and Mexico City as well 
as Sao Paulo. An additional store 
is under construction in Caracas, 
Venezuela, and is scheduled to be 
opened this winter. 


Medvin Quits McGregor Post 


Robert B. Medvin has resigned 
as assistant advertising manager of 
McGregor sportswear, made by 
David D. Doniger & Co., New York. 


Let Blanchard help you in pre- 
paring your direct advertising 
and other printing needs. Com- 
plete facilities for composition, 
printing, binding and mailing. 
Day and night serv- 
ice. Call Blanchard to- 
day. 


BLANCHARD PRESS. (NC. 


418-428 WEST 25th ST., N.Y. 1, N.Y. 
TELEPHONE WAtkins 4-5700 
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First 10 Admen 
Cited for New 
‘Hall of Fame’ 


Permanent Display in 
New York Adclub Honors 
Great Advertising Men 


Houston—The first ten individ- 
uals selected for advertising’s new 
“Hall of Fame,” to be housed in 
the clubhouse of the Advertising 
Club of New York, were revealed 
here Tuesday night at a dinner 
during the annual convention of 
the Advertising Federation of 
America by Andrew J. Haire, 
Haire Publishing Co., a member of 
the committee of judges. 

The ten men were honored for 
“special achievement and service 
in the upbuilding and advancement 
of the social and economic values 
of advertising.” 


ws The group includes: 

JOHN WANAMAKER, Philadel- 
phia merchant (July 11, 1838-Dec. 
12, 1922), who pioneered in the 
large use of newspaper advertis- 
ing, the concept of satisfaction 
guaranteed, and the clear designa- 
tion of a single price. In 1874 he 
published a copyrighted advertise- 
ment stating his four cardinal 
points: “full guarantee, one price, 
cash payment, cash returned,” with 
a detailed explanation of each 
point. He also is credited with ini- 
tiating use of large scale adver- 
tising, having used full pages as 
far back as 1888. 

JOHN IRVING ROMER, editor 
Ink 
(Oct. 9, 1869-Aug. 9, 1933), who 
was cited for “his early leadership 
in the fight for truth in advertis- 
ing and his vigorous and dynamic 
direction of the policies of an ad- 
vertising journal of wide circula- 
tion and great influence in the 
advertising profession.” 

CYRUS H. K. CURTIS, founder 
of Curtis Publishing Co. (born in 
1850-died June 7, 1933), who was 
cited for his outstanding contribu- 
tions to the development of maga- 
zines as we know them today, and 
for his recognition of the close re- 
lationship between magazine pub- 
lishing and advertising. 

WILLIAM H. JOHNS, well- 
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HALL OF FAME—These are the first ten individuals chosen for 
advertising’s new hall of fame, to be housed in the clubhouse of 
the Advertising Club of New York. Top row, left to right: Walter 
A. Strong, John Irving Romer, Cyrus H. K. Curtis, A. W. Erickson 


AFA last week. 


and John Wanamaker. Bottom row: E. T. Meredith, Lewis B. Jones, 
Rollins C. Ayres, Theodore F. MacManus and William H. Johns. 
The selection was announced at the Houston convention of the 


known agency pioneer (Feb. 10, 
1868-April 17, 1944), with George 
Batten Co. and subsequently head 
of Batten, Barton, Durstine & Os- 
born, cited for “his pioneer contri- 
butions to the development of ad- 
vertising standards, to the use of 
advertising as an instrument of 
public service and to the steady 
improvement of advertising effec- 
tiveness.”” Mr. Johns was one of 
the founders of the American As- 
sociation of Advertising Agencies, 
its first president, and for many 
years chairman of its advisory 
committee. He was also a founder 
of the Audit Bureau of Circula- 
tions. 

ALFRED W. ERICKSON, agency 
executive (born 1876, died Nov. 
2, 1936), who founded his own 
agency in 1903 and in 1930 merged 
it with the H. K. McCann Co. to 
ferm McCann-Erickson. He also 
was one of the founders of the 
Four A’s and of the ABC. 

LEWIS B. JONES, advertising 
manager of Eastman Kodak Co. 
(Aug. 28, 1866-Aug. 25, 1934), who 
joined Eastman in 1892, was its 
advertising manager until 1921, 
and from then until his death vice- 
president in charge of sales and 
advertising. He was a founder and 
president of the Association of Na- 
tional Advertisers, as well as of 
the ABC, and was cited for “pio- 
neering in national advertising, 
and originating standards and 
practices which became models for 
others.” 

E. T. MEREDITH, founder of 
Meredith Publishing Co. (Dec. 23, 
1876-June 17, 1928), was cited pri- 
marily for “his fundamental phi- 
losophy of publishing only service 
magazines (no fiction) for farm 
and urban families, an entirely 
new concept that has stood the 
test.” Secretary of Agriculture in 
President Wilson’s cabinet, he was 
also a president of the Associated 
Advertising Clubs of the World, 
forerunner of the AFA. 

ROLLINS C. AYRES, founder of 
the first advertising agency in Cal- 
ifornia (Nov. 1, 1876-Aug. 20, 
1937), one of the founders and 
first president of the San Francisco 
Advertising Club (in 1903), and 
a leader in organized advertising 
nationally. He was among the first 
.o urge the use of advertising to 
promote whole industries, selling 
the idea originally in 1904 to Cal- 
ifornia raisin growers, later to the 
prune growers and the orange 
growers. 

THEODORE F. MACMANUS, 
famed copywriter and agency 
executive (Nov. 29, 1872-Sept. 12, 
1940), chairman of MacManus, 
John & Adams at the time of his 
death, and intimately identified 


with automobile advertising for 
many years. His advertisement for 
Cadillac—“The Penalty of Leader- 
ship”—published in 1915, is con- 
sidered an advertising classic. 

WALTER A. STRONG, pub- 
lisher of the Chicago Daily News 
(Aug. 13, 1883-May 10, 1931), “a 
courageous leader in organized ad- 
vertising,” who was secretary of 
the ABC, a director of the Ameri- 
can Newspaper Publishers Asso- 
ciation and of the Associated Press, 
and chairman of the board ofthe 
International Advertising Associa- 
tion, which he aided into reorgan- 
izing as the AFA. 


es The first group of ten members 
of advertising’s hall of fame was 
picked by a committee headed by 
John Benson, chairman of the 
Committee on Consumer Relations 
in Advertising. In each succeed- 
ing year, a committee of judges 
may add not more than two names, 
until the year 2000, when there 
will be 52 names on the list. 

Nominations may be submitted 
to the Advertising Federation of 
America by any advertising group 
or individual, but all nominees 
must have been deceased at least 
two years for eligibility. 

A bronze piaque, photographs 
and citations of those chosen will 
be permanently installed in the 
Hall of Fame of the New York 
Advertising Club. 


AMA's St. Louis Unit Elects 


Sam Krupnick, head of Krupnick 
& Associates, has been elected pres- 
ident of the St. Louis chapter of 
the American Marketing Associa- 
tion. Dr. Arthur L. Rayhawk, as- 
sociate professor of marketing of 
St. Louis University, vice-pres- 
ident, and Mrs. J. F. Schwier, in- 
structor in economics at St. Louis 
University, secretary-treasurer. 


Hill Joins Elliott-Haynes 


Roger F. Hill, formerly with 
L. J. Heagerty Ltd., Toronto agen- 
cy, has been appointed to the sales 
staff of Elliott-Haynes Ltd., Toron- 
to, market research. 


‘49 Ad Budgets Will 
Equal or Exceed “48 
Funds, NICB Finds 


New YorkK—Advertising budgets 
this year will be the same or high- 
er than last year in all but a few 
of 190 companies surveyed by the 
National Industrial Conference 
Board. 

About one-third of the respond- 
ents declared that they will in- 
crease advertising and sales pro- 
motion budgets over those for last 
year—some by as much as 30- 
50%. 

There is, apparently, an _ in- 
creasing interest in television, bet- 
ter dealer relations and store dis- 
play, industrial convention ex- 
hibits, premiums, and newspaper 
publicity for new products. 

Reports from the companies in- 
dicate that institutional advertis- 
ing in general publications will be 
reduced, and trade _ publication 
product advertising will be in- 
creased. In the capital goods in- 
dustries, respondents indicated 
their intention to shift emphasis 
from trade publication advertis- 
ing to direct mail. 

In addition, the report declares, 
many respondents plan to increase 
sales personnel, intensify their 
training, reopen branch sales of- 
fices, shift territories, revise sales 
compensation and reorganize sales 
management. 


Pitney-Bowes Names Turrentine 


James L. Turrentine, who has 
been with Pitney-Bowes, Inc. 
Stamford, Conn., since March, 
1947, has been appointed to the 
newly created position of assistant 
manager of public relations and 
has taken over the editorship of 
the company’s employe magazin”. 


Honney Joins Weightman 


Angela F. Honney, formerly w th 
John C. Dowd, Inc., Boston, | 45 
joined the copy staff of Weightn 2n 
Advertising, Philadelphia. 
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Buyer's Market 
Problems Absorb 
AFA’s Attention 


(Continued from Page 1) 
ton Store, Milwaukee, and Helen 
Carroll Corathers, Julius Mathews 
Special Agency, Philadelphia. 
Only one resolution was adopted, 
calling attention of Congress to the 
fact that postal rates and services 
have a vital effect on business, and 
that this factor should not be over- 
looked in rate-making. 


s A greater need for advertising 
to meet the challenges of a rad- 
ically new economy and a faster 
tempo of living was foreseen by 
Eldridge Peterson, editor, Printers’ 
Ink, in a talk before the opening 
brunch of women’s advertising 
clubs on Sunday. Mr. Peterson also 
reported highlights of a study on 
the status of women in advertis- 
ing. 

In a session Monday morning 
devoted to what the public really 
thinks of advertising, Everett R. 
Smith, director of research, Mac- 
fadden Publications, asserted that 
while wage earners like and ap- 
preciate advertising, two-thirds of 
the wives and three-fourths of the 
husbands believe it adds to the 
cost of goods. 

“Advertising has two big jobs 
ahead as far as wage earners are 
oncerned,” he said. “It must not 
only persuade them to spend their 
money for the products of industry 
put it must explain to them the 
values and benefits of advertis- 
ing.” 

Ellen Hess Duke, managing edi- 
tor, McCall’s, asserted that there 
is no discernible groundswell 
against advertising among women, 
but there is continued criticism of 
moronic copy. 


# Charles H. Sandage, professor 
if advertising, University of Illi- 
nois, reported the results of a 
study of attitudes toward advertis- 
ing among teachers and house- 
vives, asserting that “the over-all 
attitude of teachers toward adver- 
ising is favorable—somewhat more 
avorable in some areas than that 
f housewives—but there is room 
or improvement.” He urged closer 
rooperation with and more educa- 
‘ion of teachers in this area. 

At the close of this session, 
Ralph H. Smith, executive vice- 
resident, Duane Jones Co., New 
fork, reported on the results of 
he second annual campaign to ad- 
ertise advertising, which he has 
lirected for the AFA, and dis- 
losed that this year’s campaign, 
vhich he presented on an interim 
Jasis, will be directed toward what 
e called the No. 1 misconception 


about advertising—that it adds to 
the cost of goods. To combat the 
idea, his committee is developing 
a series of 12 newspaper ads, plus 
radio transcriptions, suggested car 
card and outdoor copy, etc., featur- 
ing the actual unit cost of adver- 
tising of specific commodities, and 
emphasizing that advertising cuts 
costs two ways—by lowering sell- 
ing costs and by allowing greater 
production, with resulting produc- 
tion economies. 

A highlight of the Monday lunch- 
eon session was the recitation by 
Ann Louise Bates, Birmingham, 
Ala., high school student, of the 
essay which won her the national 
award in the advertising essay con- 
test sponsored by the AFA. 


s In a speech read in his absence 
by Albert Scherer of the company’s 
Chicago office, Marion Harper Jr., 
president of McCann-Erickson, dis- 
cussed “Advertising’s New Hard 
Job of Delivering the American 
Message,” pointing »ut that too- 
familiar symbols and phrases won’t 
touch off a process of re-thinking 
about the American scene, that 
facts alone or logic, reason and 
argument alone are inadequate 
for the job, and that points of self- 
interest in the audience must be 
used as starting points. 

Monday afternoon was devoted 
to a panel on “What Direction 
Advertising?” of which Fairfax M. 
Cone, Foote, Cone & Belding, was 
moderator, and participants in- 
cluded: James W. Egan Jr., Toledo 
Blade; Henry G. Little, Campbell- 
Ewald Co., and Robert Gray, Esso 
Standard Oil Co. 

In a spirited discussion, the panel 
members deplored the tendency to 
“defend” advertising, asserting that 
it needs no defense and that in a 
dynamic, high-level economy, the 
role of advertising and selling must 
become more and more important. 


a The Tuesday morning session 
was devoted to summaries of ad- 
vances in various media presented 
by Henry Hoke, speaking on direct 
mail; J. M. Davidson, Colgate- 
Palmolive-Peet Co., on premiums; 
Burr L. Robbins, General Outdoor 
Advertising Co., on outdoor; P. J. 
Everest, National Association of 
Transportation Advertising, on 
transportation advertising; and 
Harry S. Hawkins, Advertising 
Publishing Co., Ann Arbor, Mich., 
on advertising specialties. 

At lunch the delegates broke 
into small groups to discuss var- 
ious aspects of local advertising 
club activities, including programs, 
membership promotion, the essay 
contest, etc., and in the afternoon 
they reassembled for a session on 
television, presided over by Robert 
D. Sweezey, vice-president, WDSU 
and WDSU-TV, New Orleans. 


a “Keep your television commer- 
cial simple and keep it moving,” 


said Eugene S. Thomas, WOIC, 


Washington, who reported that 
more than 1,200 advertisers have 
already used TV. He cited numer- 
ous examples of the effective use 
of TV advertising, including an of- 
fer of costume jewelry for 25¢ plus 
a label which Bab-O made in New 
York and which was said to be 
the biggest response to a one-time 
offer ever received by this com- 
pany, with 4% of the audience 
taking the premium. 

Mr. Thomas also showed the 
group a film containing and de- 
scribing 17 TV commercials which 
have been used, prepared by the 
Katz Agency to demonstrate costs 
and techniques. 

George L. Moskovics, manager 
of sales development, Columbia 
Television Network, showed the 
CBS film on television for which 
he did the commentary, and in- 
sisted that TV is not “another ad- 
vertising medium but a unique 
and effective means of selling.” 


w At the business meeting Tues- C 


day afternoon, President Borton 
reported that the AFA now num- 
bers some 25,000 members in 92 
senior advertising clubs, and that 
nine new clubs were admitted dur- 
ing the year. 

Five responsibilities for service 
face a horizontal organization like 
the AFA, he said, defining them 
as (a) education for advertising— 
to help advertising people be more 
efficient; (b) public relations for 
advertising—helping the public 
understand advertising’s place in 
our economy and in their lives; 
(c) higher standards in advertis- 
ing—to raise the standards of 
truth, believability, good taste and 
aid to the buyer; (d) public service 
through advertising—to put the 
skills and power of advertising to 
service for the public good; (e) 
legislative service for advertising— 
to guard against harmful laws af- 
fecting advertising. 

The speaker at the dinner was 
Dr. George S. Benson, president, 
Harding College, Searcy, Ark., 
noted spokesman for the American 
way, who urged the immediate 
necessity of revitalizing an under- 
standing of and belief in the Amer- 
ican business and social system, 
lest we not survive “the next cri- 
sis.” 


@ Wednesday morning was again 
given over to problems of local 
advertising clubs, with various 
clubs reporting their experiences 
with specific projects in their 
areas. Ira Dejernett presided over 
the session, which heard reports 
on highly successful local projects 
from Ted Brown, Advertisers Club 
of Cincinnati; Robert M. Wheeler, 
Advertising Club of Akron; Fred 
C. Vogt, Advertising and Sales 
Club of Syracuse; Mabel Oben- 
chain, Women’s Advertising Club 
of Chicago, and Wesley Aves, Ad- 
vertising Club of Grand Rapids. 
The convention closed Wednes- 
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coverage of marketing, sales, 
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ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” is 
complete. 


as economical as it 


. GREAT PUBLICATIONS TO SERVE You 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 


THE ADVERTISING FIELD 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING AND 
INDUSTRIAL MARKET DATA BOOK 


ee 


day with a luncheon session at 
which the featured speaker was 
Don Francisco, vice-president, J. 
Walter Thompson Co., who pointed 
out that distribution costs may well 
be too low, rather than too high. 
As did numerous speakers through- 
out the sessions, he emphasized 
the need for dynamic selling and 
advertising to maintain our eco- 
nomic well-being, and pointed out 
the fallacy of considering distribu- 
tion costs by themselves. All that 
counts, he said, is the actual cost 
of goods and services to the con- 
sumer. 


Goodwin Elected V. P.; 
Falstaff Boosts Two Others 


H. A. Goodwin, general sales 
manager of Falstaff Brewing Corp., 
St. Louis, has been elected vice- 
president in charge of sales of the 
comparty. Prior 
to joining Fal- 
staff, Mr. Good- 
win was with 
Continental Can 


oO. 
Joseph Griese- 
dieck, son of Al- 
vin Griesedieck, 
president of Fal- 
staff, has been 
elected assistant 
to the president 
and member of 
the board of di- 
rectors, and Alvin Griesedieck Jr. 
was named assistant advertising 
manager. 


H. A. Goodwin 


Seagram House Organ Wins 
Industrial Editors’ Award 


The “Seagram Spotlight,” in- 
ternal house organ of Seagram- 
Distillers Corp., New York, was 
awarded a certificate of highest 
award at the 1949 annual conven- 
tion of the International Council 
of Industrial Editors Association 
held in Toronto last month. Eugene 
Feen is editor of the “Spotlight.” 

Other publications to receive 
awards were: “Pittsburgh People,” 
Pittsburgh Plate Glass Co.; “Lever 
Standard,” publication of Lever 
Bros.; “Johns-Manville News Pic- 
torial,” published by Johns-Man- 
ville Corp.; “Otis Bulletin,” pub- 
lished by Otis Elevator Co.; “Long 
Lines,” produced by American 
Telephone & Telegraph Co.; “Avis- 
co News,” American Viscose Corp., 
and “Life with Liberty,” Liberty 
Mutual Insurance Co. 


‘Living’ Names Pearson 

A. C. (Mike) Pearson, formerly 
on the sales staff of Mademoiselle, 
New York, has been appointed 
eastern advertising manager of 
Mademoiselle’s Living. 


Study Finds More 
Than 75% of Retail 
Stores Modernized 


New YorkK—Eighty-one per cent 
of chain stores and 75% of inde- 
pendents surveyed by Store Mod- 
ernization Institute have remod- 
eled their stores since the war, 
according to a survey released by 
the institute. 

The respondents were queried 
by mail, with questionnaires going 
to all retail store executives who 
attended the two previous store 
modernization shows held annually 
in June at Grand Central Palace. 
The answers came from represent- 
atives of about 18,000 stores. 

The independents spent an aver- 
age of $69,000 on their store or 
stores, while individual chains 
spent an average of more than 
$1,000,000 in total remodeling costs. 
About 80% of the chains and 86% 
of the independents who replied 
said they felt that the remodeling 
had paid dividends. 

Most widespread improvements 
in both chain and independent 
stores were new display cases— 
installed in more than 50% of the 
improved stores. Fluorescent light- 
ing fixtures were second, with new 
installations in about 50% of both 
chain and independent respon- 
dents’ stores. 

Store modernization annually 
accounts for more than $2 billion 
expenditures for materials and 
labor, the institute estimates. 


WHY WONDER AND WORRY? 
BURRELLE’S PRESS CLIPPINGS 


GIVE YOU THE FACTS! 


ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any _ subject. 


National or local service, fast 
and accurate. Write today for 
full information. 


PRESS CLIPPING BURE. 


165 CHURCH ST. 
NEW YORK, N.Y, 


“Wash Behind Your Ears with a 


Clever pull-up card in box 
reads “Now you can wash be- 
hind your ears with a Bendix. 


No other automatic washer 


can make this claim.” 


BENDIX 


The 
Bendix uses molded soap novel- 


illustration shows how 


ties to advertise its famous 
Home Washer. We can supply 
equally appropriate pure Castile 
soap novelties designed to fit 
your product or service . . . or 
you may select from our stand- 
ard novelty soap molds. A uni- 
que, inexpensive, appreciated 


advertising medium . . . whether 
used for give-away, premiums, 


or re-sale. For full information, 
write to 
National Beauty Industries 


1216 South Michigan Avenue 


Chicago, Illinois 
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m@ Trade Advertising Delivers Solid Help 
to my Sales Force by: 


@ Doing a missionary job 

© Selling the standing of my house 
Introducing my men in their territories 
Creating leads 

Selling above heads without offense 
Making the calls between personal calls 
Calling on more prospects 

Getting a special message over to all buyers 
Covering all buying powers regularly 
Building morale of my salesmen 

Paving the way for successful interviews 
Selling with reason-why appeal 

Keeping dealers sold 

Reaching the new man on the job 
Reaching buyers who are hard to contact 
Insuring business momentum 
Consolidating all sales gains 


Maintaining contact between peak business seasons 


@ Trade Advertising Plays a Vital Role 
in my Marketing Operations by: 


@ Selling my primary channel of distribution—the 
dealer 

@ Winning and holding dealer loyalty 

© Speaking the dealers’ language 

e Introducing new products, new styles 

© Giving the dealers down-to-earth, non-glamour in- 
formation they need and want 

@ Announcing prices 

Talking profits and turnover 

Discussing new developments 

Developing distributors 

Moving goods that have been sold to distributors 

Promoting dealer aids and their use 

@ Training dealers how to display my products 

e Inducing them to tie in with national drives 

e Aiding in sales training 

© Getting cooperation of dealer sales staffs 

e@ Tying in with trade shows 

© Merchandising my consumer advertising campaigns 

© Developing repeat business 


Trade Advertising in my business is a MUST as it is for every manufacturer. | would no more think of running 
my business without trade advertising than | would without my sales force. Every dealer, every distributor in my industry 

is a potential outlet for my product. | don't dare neglect one of them. It's my trade advertising that 
keeps the circuit open constantly, regularly, economically. Definitely no box tops—but 
my trade advertising does hundreds of things for me, chief of which are the following: 


@ Trade Advertising Insures the Stability, 
Development and Good Public Relations 
of my Business by: 


@ Maintaining momentum of business with dealers 


tised brands 

Offsetting ill-will of neglected customers 
Discouraging substitution 

Forestalling competition of new companies 
Keeping the trade mark in the forefront 
Reselling lost customers 

Explaining delays in deliveries or service 


slipping 


structure 

Testing saleability of new items 
Building up additional items in the line 
Opening new markets 

Cultivating future buyers 

Publicizing additional services 
Interpreting the policies of the house 


© Doing a good public relations job with all outlets 


* This manufacturer is the composite of the 5,150 advertisers who placed their trade 
messages in the HAIRE PUBLICATIONS during 1948. 
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More Effective Because They're More Sell-ective “HOUSE FURN 
LINENS AND DOMESTICS 


CROCKERY AND GLASS JOURNAL 


SERS RY AO Rae, Repl ae. BR ek Oe aes rane se ag ce ee 


pee LE ATE TT 7 ROMER 


CORSET AND UNDERWEAR REVIEW ° 
INFANTS’ & CHILDREN’S REVIEW + LUGGAGE & LEATHER GOODS + NOTION AND WOVELTY REVIEW + COSMETICS AND TOILETRIES 


Specialized Merchandising Magazines - + 1170 Broadway, New York 1 


Sa ae es. oon, a 


SHING REVIEW * HOME FURNISHINGS MERCHANDISING 
FASHION ACCESSORIES * HANDBAG BUYER 


» 


$ owed 


Protecting against price competition of non-adver- 


Preventing industry from thinking that business is 


Building confidenee in the company's financial 


Counteracting illegitimate practices in the industry 
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